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Summary 
 
This report presents results from a survey of visitors to the West Coast, New Zealand, which 
investigated visitors’ general characteristics (e.g., age, gender, origin country, transport type, 
group type, etc.), perceived attractions of the West Coast and their decision-making processes 
(purpose of visit, the timing of itinerary planning and destination decisions, perceived influences 
on those decisions). 
 
The large body of literature on visitor decision-making is selectively reviewed with an emphasis 
on the different processes involved and the role of information in the formation of destination 
‘images’ and in the overall decision-making process.  The affective and family context 
components of decision-making are also considered as these are thought to be particularly 
relevant to leisure travel, which is often carried out in a social context. 
 
Three instruments were used to collect the data reported together here.  The first, a minor 
component of the research, was a ‘pilot’ survey, administered by interviewers, which asked basic 
questions about visitor characteristics (age, gender, nationality, purpose of visit, group type and 
size, transport, place previously visited, length of holiday, when decisions were made, what had 
influenced those decisions, etc.).  The second was an exit survey which also collected 
information on these characteristics (with some modification) as well as asking respondents to 
mark their trip on the West Coast on a map provided and give details of places stayed and 
expenditure.  The third data collection instrument was handed to visitors on entering the West 
Coast area and took the form of a diary to be completed by the visitors during their trip.  The first 
section of the diary collected very similar information to that collected in the exit survey.  A 
combined total of 1,232 survey responses from the three survey instruments form the data set for 
this report.  A range of data collection sites were used for interviews and for the distribution of 
‘Diary’ surveys (which were returned by post). 
 
A majority of visitors to the West Coast were international in origin (55.3%), travelled by private 
vehicle (47.3%) or hire vehicle (26.3%), were with partners or spouses (38.8%) or in family 
groups (21.0%) and there was an almost even number of males (50.6%) and females (49.4%).  
There was a broad distribution of ages with the greatest proportions of respondents being 
between the ages of 20 and 39 years and most groups had two adults (63.4%) and no children 
(86.4%).  Domestic visitors overwhelmingly relied on private transport while visitors from 
overseas were more represented amongst users of hire vehicles, campervans and buses and 
shuttles.  Domestic visitors also were older, on average, than international visitors. 
 
Almost half of visitors had never been to the West Coast before (47.9%) yet 67.2 per cent of 
domestic visitors had been four or more times previously.  Some 22.8 per cent of international 
visitors had been at least once before to the West Coast, with repeat visits by Australians 
explaining much of this. 
 
Attractions of the West Coast were based predominantly on the natural environment.  Scenic 
values (‘nature’, ‘scenery’, etc.) were most frequently mentioned in response to an open-ended 
question about attractions of the West Coast.  A variety of natural features (‘bush’, ‘coast’, 
‘mountains’ ‘beaches’, etc.), activities based upon the natural environment (e.g., kayaking, 
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mountain climbing, blackwater canoeing, etc.), specific places in the natural environment (e.g., 
the Heaphy track, Jackson Bay, etc.) and iconic, natural features such as the glaciers and 
Punakaiki were mentioned by respondents. 
 
Visitors’ importance ratings of specific attractions, scenic features and walks reinforced the 
importance of the natural and scenic features of the West Coast as attractants.  Interestingly, it 
also revealed that visitors’ relationship to these features tended to be in terms of the accessible 
places and activities rather than the ‘back country’ and alpine regions.  Short exploratory walks, 
for example, were the most popular of all types of walk while remote walks received the lowest 
importance rating. 
 
Decisions for both travel within New Zealand and specifically to the West Coast tended to be 
made at home with domestic visitors showing a greater tendency in this respect.  A total of 59.4 
per cent of visitors planned their itineraries for travel in New Zealand mainly at home and 67.1 
per cent made the decision to go to the West Coast while at home.  Visitors from some non-New 
Zealand origin countries, however, were particularly prone to making itinerary decisions while 
travelling (e.g., Germany, the Netherlands) while others were less likely (e.g., United States of 
America, Australia).  Similar patterns emerge with the decision to go to the West Coast with 
those from Germany, (46.8%) ‘other’ countries (40.4%), Scandinavia (44.2%) and ‘other 
Europe’ (45.7%) being least likely to make the decision while still at home. 
 
Influences on decisions to travel in New Zealand and to go to the West Coast were perceived to 
be informal sources such as the advice from friends and family and previous visitation, trip 
characteristics such as ‘cost benefits’ or portable information such as travel books and brochures.  
Just over half cited ‘advice from friends and family’ as an influence on their decision to travel in 
New Zealand (51.6%) with 43.5 per cent citing ‘travel books’ as an important influence.  
‘Advice from friends and family’ was almost as important for the decision to go to the West 
Coast (46.5%) with ‘previous visit’ being the next most mentioned influence (34.7%).  Travel 
books were more likely to be rated as an influence by younger people and by those from 
overseas and who travelled by bus or shuttle or hire vehicle.  Brochures were most often cited as 
an influence by those from the Asia/Pacific region. 
 
The implications of the findings for both theory and method were discussed.  In terms of method 
it was suggested that research in future should focus on collecting data to as fine-grained a level 
as possible since important variations exist for visitors on a range of variables such as origin 
country and age.  In terms of theory, it was noted that structural features such as distance to 
travel to a destination may help to explain differences in decision-making processes between 
visitors.  Also, support was found for Echtner and Ritchie’s (1991) dimensions of destination 
image but it was pointed out that these diverse dimensions also are linked, in this case study, in a 
coherent manner which suggests a consistency in different dimensions of ‘images’.  Policy 
implications noted included the absolutely central role that the natural attractions of the West 
Coast for visitors should have in any future tourism policy related to development and the 
importance of integrating this with infrastructural needs.  It was suggested that there is some 
potential for developing cultural and heritage tourism but this is likely to depend on the natural 
environment too for it to be successful.  Information sources developed for promotional and 
marketing purposes need to be both portable and have some independence from obvious 
xi 
promotional activities if they are to be perceived to be influential by visitors.  Finally, repeat 
visitation, particularly by Australians, was suggested to pose particular challenges for the future 
development of West Coast tourism. 
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Chapter 1 
Introduction:  Research Objectives and Review of Key Literature 
 
1.1 Objectives 
The following report presents the results of research examining the general characteristics, 
perceived attractions and decision making processes of visitors to the West Coast.  The ‘West 
Coast’ includes the area covered by the Buller, Westland and Tasman District Councils.   The 
research is part of Objective 5 ‘Tourist Behaviours, Interactions with the Community and 
Community Responses’ of the FoRST Research Programme ‘Planning for Tourism 
Development’.  It links to other reports on West Coast tourism produced as part of this 
programme. 
 
Little is known about the detailed characteristics of visitors to the West Coast.  The three 
research objectives for this study therefore involved the following: 
 
• To provide a detailed analysis of West Coast visitor characteristics (e.g., gender, age, origin 
country, transport type, group type, etc.) and significant relationships between these. 
• To provide a description of the primary attractants for visitors to the West Coast. 
• To provide a detailed analysis of West Coast visitor decision-making, its timing and the 
influences upon it, in relation to the above visitor characteristics. 
 
 
1.2 Literature Review 
The following is a brief overview of research that is pertinent to understanding the decision 
making of visitors to the West Coast. 
 
1.2.1 Tourist Decision-Making in Context 
Visitor decision-making is influenced by economic and environmental considerations but these 
are not reported here.  Some analysis of these contexts are provided in separate reports produced 
as part of the overall research programme.  Those reports, however, do not deal specifically with 
decision-making.  Also, visitor decision making is a dynamic process carried out within a social 
context (as well as simply being a process performed by individuals) and so cannot be fully 
comprehended by any one piece of research (see Chapter 2).  Nevertheless, knowledge of the 
decision making process is vital in order to understand the ways in which visitor behaviours 
impact upon local communities and environments.  It represents those processes which lead to 
the behaviours of visitors as well as to the perceptions of a destination that visitors take away 
with them.  It is also closely connected to the promotional and marketing activities of 
destinations as these activities produce some of the images and expectations that are the ‘grist’ 
for the ‘mill’ of visitors’ decision making processes. 
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Study of the characteristics and decision-making processes of visitors to any destination should, 
therefore, be useful in the formulation of policy goals and planning strategies employed by local 
communities.  It should also assist in predicting the effects of such strategies.  The case study 
reported here seeks to enhance the understanding of visitors to the West Coast and to indicate 
how policy and development goals can be assisted and refined through a greater understanding of 
the visitors themselves. 
 
This report should be read in the context of the other reports connected to this case study as each 
provides important links to the others which can only be alluded to briefly here in the following 
discussion. 
 
1.2.2 Tourist Decision Making Research 
The following discussion is similar to that reviewed for the corresponding reports for Kaikoura 
and Rotorua.  The points remain however, essential for understanding the findings from the 
present case study.  The decision-making behaviour of tourists has been extensively studied from 
a consumer behaviour perspective (e.g., Chon, 1990; 1991; Crompton, 1992; van Raaij and 
Francken, 1984) and from a broader psychological, often motivational, perspective (e.g., Gnoth, 
1997; Mansfeld, 1992; Witt and Wright, 1992).  In a useful model of the overall process from 
motivation to the particular act of travel, Mansfeld (1992) emphasises the role of motivation as 
providing an impetus to travel but notes that there is, as yet, little understanding of how such an 
impetus gives rise to particular travel decisions.  In this sense, motivational theories of travel 
provide little help, he suggests, in predicting tourist flows.  It is partly for this reason that 
increasing emphasis is being placed on identifying the specific cognitive processes involved in 
the travel decision event.  Witt and Wright (1992), for example, have suggested the usefulness of 
Vroom’s equations for understanding work motivation because these are based on cognitive 
theories of the ‘expectancy-value’ type.  Thus, given a particular expectation of the availability 
of desired attributes of a destination (the ‘pull’ to travel) and the particular ‘force’ of certain 
perceived needs and values (the ‘push’ of travel) the output of the cognitive model represents the 
likelihood of travel. 
 
A major factor influencing such basic cognitive processes is the availability, accuracy and 
comprehensiveness of information about destinations (Chon, 1990; 1992; Mansfeld, 1992).  This 
information produces, in the individual, an image of the destination.  The images of destinations 
held by prospective travellers can be either ‘organic’ or ‘induced’ (Gunn, 1989, cited in Chon, 
1990).  The former refers to images principally dependent upon general life experiences—
including actually visiting a destination—and general knowledge, while the latter are largely the 
product of deliberate efforts at marketing and promotion.  Both types of image result from the 
different information sources available to any particular traveller at any point in time.  Mansfeld 
(1992) notes that the information search process also has the potential to affect motivation (as 
well as the reverse) and will tend to become more specific to particular destinations as the 
decision making activity progresses.  One way of understanding this process is to see it as a 
development from original ‘organic’ images (and their corresponding motives) to more ‘induced’ 
images (and motives) as the prospective traveller researches the opportunities, at particular 
destinations.  In this respect it is useful to consider Echtner and Ritchie’s (1991) analysis of 
destination images in terms of three dimensions: attribute based versus holistic images; 
functional characteristics of images versus their more psychological characteristics and, finally, 
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common components of a destination image versus unique components.  Decision-making will 
clearly be influenced by the particular type of image a prospective tourist has of a destination and 
the emphasis placed on each dimension and any tendency towards one or other end of each 
dimension.  Further, it is reasonable to suspect that different types of tourists (e.g., international 
and domestic tourists, different personality types of tourists, etc.) are likely to have different 
types of images of destinations in terms of these dimensions. 
 
In terms of an evaluation of the attributes of destinations, a distinction has been made between 
‘compensatory’ and ‘non-compensatory’ decision rules relating to destination choice (Mansfeld, 
1992).  Compensatory rules apply where weighted values are assigned to each salient attribute 
of, for example, a destination.  The decision to travel to that destination will therefore depend on 
the final total of the weighted attributes for rival destinations.  A non-compensatory set of rules, 
in contrast, implies that certain desired attributes are ‘non-negotiable’ and the lack of these core 
attributes cannot be compensated for by high weightings on other attributes.  In the context of 
tourism it is likely that non-compensatory rules would be used to eliminate the majority of 
possible destinations (e.g., ‘I must go somewhere that has attractive natural scenery’) but, as the 
decision process begins to be more focused, compensatory rules will apply so that ratings of 
destinations will be made on a number of attributes (e.g., ‘What types of natural environments 
are present?’, ‘Are there other things to do there?’, ‘How does it fit into my overall itinerary?’, 
etc.). 
 
It is also possible to understand decision making in terms of two broad strategies that correspond 
to ‘rationalistic’ and ‘probabilistic’ theories of decision making (Mansfeld, 1992).  The former 
assumes the typical economic model of ‘rational man’, while the latter is a more social scientific 
notion of a ‘rough and ready’ or ‘satisficing’ approach to decision making, more suitable for 
situations where information is not always accurate or even available. 
 
Decisions, of course, are not always made by lone individuals.  Van Raaij and Francken (1984), 
for example, have emphasised that decision-making often occurs within a group and/or family 
context.  Within a group different people will have greater or lesser control over the different 
decisions involved from the ‘generic decision’ to travel to the specific decisions related to 
destination selection, transport and accommodation used and specific attractions visited.  These 
dynamics will alter from one type of group (e.g., family) to another (e.g., friends).  That 
decision-making often occurs in group contexts represents a caution for any study that examines 
decision making using a survey instrument administered to and completed by individuals, as is 
the case in this study.  It can be argued, however, that individuals are still able to report on this 
process and the predominant reasons for the (group) decision. 
 
The information search and decision making processes have sometimes usefully been modelled 
using ‘choice set theory’ (e.g., Crompton, 1992).  The basic principle underlying this approach is 
that, during the decision making process, the prospective traveller carries out a winnowing of all 
possible destinations, gradually eliminating different ‘sets’ of destinations according to one or 
other attribute or, less rationally, according to the ‘clarity’, ‘availability’, etc. of particular 
destinations.  So, for example, some destinations may ‘drop out’ of the process because of a lack 
of sufficient information about them for the decision maker to come to any clear understanding 
of what they have to offer (they thus are bundled into the ‘fuzzy set’ and sidelined from the 
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remaining decision process).  Ultimately, a single destination or sequence of destinations is left 
and it is to this end that remaining informational efforts and practical steps are taken (including 
contacting a travel agent if this has not already been done). 
 
Overall, the literature emphasises the complexity of the decision process that leads individuals 
and groups of individuals to travel (in general as well as to particular destinations).  Given this 
complexity, the present study focuses on discovering the principal information sources and 
influences affecting decisions to travel to the West Coast (and, for international visitors, New 
Zealand), the type of decision rules employed and the affective aspect of the decisions made.  
Attractions of the West Coast are also investigated as important elements in the decision-making 
processes of visitors to West Coast. 
 
By examining prior expectations and informational sources and influences it is hoped to shed 
some light on some of the above mentioned features of the decision making processes and 
perceptions of visitors to West Coast. 
 
The report first details in Chapter 2 the methods used to meet the objectives and discusses some 
of the limitations of the study.  Second, the results are presented in Chapter 3.  These results are 
largely quantitative in style, comprehensive in scope and are reported in considerable detail.  The 
main statistical tool used is Pearson’s χ2 in order to examine the relationships between variables 
of interest.  Simple frequencies and percentages are also reported.  For readers seeking specific 
information without reading the entire results chapter, it may be useful to consult the contents 
page and the list of tables provided at the beginning of the report.  Finally, the results are 
discussed in Chapter 4.  Points of interest and importance in the context of the research 
objectives are summarised and emphasised and considered in relation to the research literature.  
There is also consideration of the implications arising from this study for theory, method and 
policy. 
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Chapter 2 
Methods 
 
2.1 Introduction 
Two principal research instruments were the basis for the gathering of data reported in this study 
(see Appendices 1 and 2).  A further instrument was used as a ‘pilot’ measure in some of the 
initial sampling (see Appendix 3).  The pilot instrument asked basic questions about visitor 
characteristics (age, gender, nationality, purpose of visit, group type and size, transport, place 
previously visited, length of holiday, when decisions were made, what had influenced those 
decisions, etc.).  Its purpose was to refine the instrument and to test the sampling regimes. 
 
Of the two principal data collection instruments, the ‘Exit Survey’ also collected information on 
these characteristics (with some modification) as well as asking respondents to mark their trip on 
the West Coast on a map provided and give details of places stayed and expenditure.  The second 
principal data collection instrument was handed to visitors on entering the West Coast area and 
took the form of a ‘Diary’ to be completed by the visitors during their trip. The first section of 
the ‘Diary’ collected very similar information to that collected in the ‘Exit Survey’. 
 
 
2.2 Administration of Surveys and Sampling Sites 
The strategy adopted in this exercise was to create a permeable sampling cordon around the West 
Coast by covering the major entry points to the West Coast simultaneously at certain times of the 
year (see below). The survey was aimed at visitors to the West Coast and included business as 
well as recreational and social travellers. The study area was that west of the Main Divide, a 
division which is fairly unambiguous and widely accepted for most of its length. The placement 
and perception of such a border are less clear North and West of Westport, and the status of 
border settlements , such as Arthur's Pass, is not always clear cut in people's minds ( the Pass is 
technically east of the Divide, but seen by many as a West Coast township). Surveying focused 
on vehicular travel and on the three main entry/exit zones, and it was conducted by intercepting 
travellers while they were stopped. To try to sample the overall traffic stream rather than only 
people stopping at one point, several sites were sampled at each entry zone (see below). 
 
The initial ‘pilot’ instrument was administered to visitors 15 years of age and over at the time of 
exit from the West Coast area. Seven interviewers were used in the piloting which resulted in 
changes to avoid ambiguities in the questions and to shorten the length of the questionnaire. 
 
After piloting, it was decided to use a double survey approach and two instruments (Appendices 
1 and 2). Interviews were carried out at time of exit, as before, but with a modified instrument, 
and, in addition, those just entering the West Coast region were provided with a diary instrument 
for self-completion during the trip. The two techniques allowed for both improved survey 
capacity and the overcoming of concerns about any limitations imposed by retrospective 
questioning. Interviewers typically spent 30-35 minutes an hour interviewing with the exit 
survey, 10-15 minutes handing out diaries to potential respondents and the balance of time 
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 obtaining traffic statistics to calibrate how typical the sample respondents were of the passing 
body of travellers. 
 
This overall survey strategy proved to be effective and was used in the four remaining survey 
periods. The return rate of completed diaries was 45 per cent. 
 
The sampling zones were the following: 
 
• Arthur’s Pass 
 
This is the most direct link between Christchurch and the West Coast and experiences high 
traffic levels. The village is small and compact, and is the only substantial location for fuel, 
petrol and supplies for 30-40 minutes in either direction. Surveying took place at several sites in 
the village main street, as well as sites close by such as Klondyke Corner. 
 
• Haast 
 
Potential places to stop around the Haast township are more diverse than at Arthur's Pass, but 
again the Visitor Centre and the facilities at Haast village are the logical stopping point, although 
nearby Knight's Point also attracts visitors. Surveying was therefore carried out mainly at the 
Visitor Centre and Knights Point. 
 
• Murchison 
 
This North East Zone included sampling sites at Murchison, Reefton, the Buller Swing Bridge, 
Springs Junction and two smaller sites at different times. Visitor flows in this zone are more 
complicated than in the other two zones. In particular, respondent analysis showed that the 
majority traveled between the Nelson and Christchurch regions rather than penetrating the West 
Coast any further. 
 
A minimum of three interviewers were present during sampling in the three zones for safety and 
sampling reasons. The Murchison zone often had four interviewers both for safety and to cover 
the more complicated routes. 
 
Sampling times are listed below. An attempt was made to avoid times of disruption such as the 
Millenium New Year in 1999/2000 and road closures on the Arthur’s Pass road in August 2000 
associated with the Otira Viaduct construction. 
• December1999 well prior to Christmas 
• January2000 well clear of New Year's influences 
• April2000 as an example of an off-peak demand period 
• September2000 (after the Viaduct's completion) as an example of extreme off-peak demand 
• January2001, closer to the core New Year's break, to capture the essence of the big summer 
break 
The survey was undertaken by a team of interviewers associated principally with Lincoln 
University. In total a dozen individuals contributed at various times. Interviewers had a degree of 
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autonomy to decide where to sample within the zones, and worked within agreed rules to select 
different locations as traffic levels varied. Surveys were undertaken between the hours of 9:00 
a.m. and 5:00 p.m., a period shown by Transit car count equipment as covering the great 
majority of vehicle movements. In fact few responses fell outside of the 10:00 a.m. to 4:00 p.m. 
band. Interviewing covered the whole of the day, with staggered lunch hours for staff. To avoid 
interviewer fatigue a rolling weekend was used to ensure that no one worked for more than six 
days working at a time. The interviewers' specified routines meant they spent half their time with 
direct questionnaire administration of the exit survey, another 25 per cent or so handing out diary 
surveys to motorists, and 20% recording car volumes and quick traffic composition data. This 
latter portion also included time to complete a tally of what approaches had been made to 
members of the public, and how many had succeeded. 
 
For the exit surveys, interviewers approached potential respondents individually to ask for their 
consent to participate. Once received, the questionnaire would be administered. Details of each 
approach were recorded. Typically, the questionnaire took from 15 to 20 minutes to complete. 
 
Administration of the diary surveys involved interviewers approaching travellers and asking 
whether they would care to fill in a travel diary, which would be completed and then posted back 
to the research team. This approach generally took only a fraction of the time of that taken to 
administer the exit survey. In times of high visitor flow this proved invaluable for collecting 
more data in short periods of time. Respondents for both surveys were offered the chance to 
enter a draw for a substantial prize as an inducement. 
 
2.3 Limitations 
This report includes the first 1,232 data points from the surveys conducted over the sampling 
period.  Once the remaining responses are analysed some findings may change.  Nevertheless, 
the information reported here is based on a considerable sample size and it is likely that any 
trends emerging will be reinforced and added to rather than negated once the full data set has 
been analysed. 
 
While the sampling has been extensive (in terms of time and location) inevitably the sampling 
technique has its limitations.  As with all such research on tourists (e.g., Moore, Simmons and 
Fairweather, 1998; Moore, Fairweather and Simmons, 2000), ‘on the ground’ surveying is 
subject to the biases produced by the process of sample site selection, the level of training and 
skill of interviewees (to guarantee consistency of performance of the interview protocol and 
instructions), and the initially unknown travel behaviours of visitors.  Sites for sampling were 
selected in relation to entry points to the area and sites on the West Coast suspected to be prime 
sites of visitation for various types of visitors.  Interviewees were trained, as discussed, and 
operated in pairs for both security and greater coverage of visitors passing any particular point.  
All practical steps were therefore taken to reduce the sampling error. 
 
If there is under-representation of any particular group it is likely to be those who travel by coach 
since they tend to arrive at sites in large numbers and overwhelm the sampling resources (i.e., the 
number of interviewers at a location). 
 
Randomness of ‘on the ground’ surveying is also not always easy to obtain.  While all 
precautions were carried out to maximize the randomness of the sampling procedure there were 
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inevitably factors mitigating against this.  Sometimes, for example, respondents would ‘self-
select’.  That is, one member of a group might walk towards an interviewer or volunteer to 
answer the questionnaire.  While it is usually possible to focus on the nearest member of a group, 
group dynamics which modified this selection process had to be accepted as an inevitable feature 
of the sampling procedure. 
 
A particularly subjective feature of the analysis was the assignment of the ‘attractions’ of the 
West Coast to categories (see Chapter 3).  Being open-ended, the questions solicited a wide 
range of answers from the very specific to the very general.  Further, many responses could be 
placed into more than one category.  In these cases, consistency was maintained between 
responses but the decision as to which category to use still had an element of subjectivity. 
 
It is also important to remember that the responses from respondents involve their perceptions.  
What someone may report, for example, as an influence on their decision-making does not 
necessarily imply that this was a causal factor.  In psychology it is commonly acknowledged that 
causal perceptions involve systematic biases.  In particular, the ‘correspondence bias’ or 
‘fundamental attribution error’ (Ross, 1977) involves a general bias towards making 
dispositional attributions to explain a person’s behaviour (including one’s own).  In brief, it 
would suggest that people tend not to attribute their own behaviour to external sources.  In the 
present context this would include informational sources (this point is addressed in Chapter 4). 
 
Nevertheless, when respondents report their perceptions they are providing valuable information 
about their awareness of information.  Also, while overall there may be an under-reporting of 
external influences on the decision-making process, the relative awareness of and receptiveness 
to those sources is important to understand. 
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Chapter 3 
Results 
3.1 Introduction 
In the following sections, the results from the combined sample (from all sampling instruments) 
are presented.  First, the general characteristics of the sample are described.  Second, the general 
and specific attractions of the West Coast for the respondents are presented.  Third, the findings 
for the itinerary planning for travel in New Zealand and for the decision to go to the West Coast 
are discussed including where such planning and decisions were carried out (at home or while 
travelling) and what the information influences on these processes were perceived to be by 
respondents.  In relation to each topic, cross-tabulations which show significant relationships are 
discussed. 
 
 
3.2 Characteristics of the Sample 
A total of 1,232 questionnaires (of all three types) were administered and completed.  The 
sample was evenly balanced between males and females (50.6% were males and 49.4% were 
females) (Table 1). 
 
Table 1 
Gender Distribution 
 
Gender Number % 
Male  599  50.6 
Female  585  49.4 
 Total  1,184  100.0 
 
The greatest proportions of respondents were in the age groups 25 - 29 years old (13.5%) and 30 
– 34 years old (12.7%) (Table 2). When age is recoded into three categories (15 – 34 years old; 
35 – 54 years old; 55+ years old) and is cross-tabulated with gender, a significant difference is 
found (Pearson’s χ2 = 6.49, 2df, p=0.039) (Table 3). There are more females than males in the 
youngest age category and more males in the other two age categories. 
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Table 2 
Age Distribution 
 
Years Number % 
15-19 13 1.1 
20-24 107 8.7 
25-29 166 13.5 
30-34 157 12.7 
35-39 109 8.8 
40-44 109 8.8 
45-49 85 6.9 
50-54 107 8.7 
55-59 85 6.9 
60-64 72 5.8 
65-69 31 2.8 
70+ 24 1.9 
Missing 167 13.4 
Total 1232 100.0 
 
 
Table 3 
Gender by Age Group 
 
15-34 years 35-54 years 55+ years 
Gender 
Number % Number % Number % 
Male 204 46.8 208 52.3 114 57.3 
Female 232 53.2 190 47.7 85 42.7 
Total 436 100.0 398 100.0 199 100.0 
 
New Zealanders made up 44.7 per cent of the respondents with the United Kingdom comprising 
12.2 per cent and Australia 10.1 per cent of the total (Table 4).  Visitor residence was 
significantly related to age group (Pearson’s χ2 = 134.02, 18df, p<0.001) with New Zealanders 
making up an increasing proportion of the respondents as age group increases (Table 5).  United 
Kingdom and United States respondents made up 11.9 and 9.5 per cent of those aged over 55 
years, respectively.  Germans comprised 10.9 per cent of those aged 15 to 34 years but only 2.8 
per cent of those over 55 years.  Similarly, respondents from ‘Other Europe’ comprised 9.5 per 
cent of those in the youngest age group but only 1.9 per cent of those in the oldest group. 
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Table 4 
Visitor Residence 
 
Country of Origin Number % 
New Zealand 551 44.7 
Domestic 551 44.7 
United Kingdom 149 12.2 
Australia 124 10.1 
Germany 79 6.4 
United States 76 6.2 
Netherlands 37 3.0 
Other Europe 71 5.7 
Asia/ Pacific 47 3.7 
Scandinavia 43 3.5 
Other 55 4.5 
International 674 55.3 
 Total 1225 100.0 
 
 
Table 5 
Visitor Residence by Age Group 
 
15-34 years 35-54 years 55+ years 
Country of Origin 
Number % Number % Number % 
New Zealand  113 25.7  219 53.6  127 60.3 
United Kingdom  71 16.1  44 10.8  25 11.9 
Australia  46 10.5  39 9.5  15 7.1 
United States  24 5.5  22 5.4  20 9.5 
Germany  48 10.9  19 4.6  6 2.8 
Netherlands  18 4.1  11 2.7  6 2.8 
Other Europe  42 9.5  22 5.4  4 1.9 
Scandinavia  27 6.1  10 2.4  2 0.9 
Asia/ Pacific  25 5.7  13 3.2  0 0.0 
Other  26 5.9  10 2.4  6 2.8 
 Total  440 100.0  409 100.0  211 100.0 
 
The private car or van was used by 47.3 per cent of respondents, a hired vehicle by 26.3 per cent 
and a bus or shuttle by 9.1 per cent of those in the sample (Table 6).  There is a highly significant 
relationship when transport type is cross-tabulated with the three broad age groups (Pearson’s χ2 
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= 61.28, 8df, p<0.001) (Table 7).  With increasing age there is an increasing dependence on 
private vehicles (36.1%; 52.1%; 58.0%).  Conversely, there is a decreasing proportion of 
respondents using bus or shuttle with increasing age group (14.5%; 4.4%; 6.6%) and ‘other’ 
forms of transport (13.1%; 11.5%; 4.8%).  Campervans were most used by those in the middle 
age group (35.54 years - 7.6%) and older age group (55+ years - 7.5%). 
 
There was also a highly significant relationship between transport type and the country of origin 
of the respondent (Pearson’s χ2 = 534.79, 36df, p<0.001) (Table 7).  Some 81.2 per cent of New 
Zealanders travelled by private vehicle with the next highest frequency of use being those from 
‘other’ countries (33.3%) then the United States (21.3%), Scandinavia (20.9%) and the United 
Kingdom (20.1%).  Conversely, over half of Australians (54.5%) but only 4.0 per cent of New 
Zealanders used hire vehicles.  Buses and shuttles were, proportionately, used most by Germans 
(21.8%), Scandinavians (20.9%) and those from Asia and the Pacific (19.1%). 
 
Table 6 
Transport Types 
 
Transport Type Number % 
Private car/Van  580 47.3 
Hire car/Van  322 26.3 
Bus/Shuttle  112 9.1 
Campervan/Mobile home  83 6.8 
Hitchhiking  32 2.6 
Bicycle  30 2.4 
Train  19 1.6 
Motor Cycle  19 1.6 
Plane  4 0.3 
Other  24 2.0 
 Total  1,225 100.0 
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Table 7 
Transport Type by Age Group 
 
15-34 years 35-54 years 55+ years 
Transport Type 
Number % Number % Number % 
Private car/ van 159 36.1 213 52.1 123 58.0 
Hire car/ van 136 30.1 100 24.4 49 23.1 
Bus/ Shuttle 64 14.5 18 4.4 14 6.6 
Campervan 23 5.2 31 7.6 16 7.5 
Other 58 13.1 47 11.5 10 4.8 
 Total 440 100.0 409 100.0 212 100.0 
 
 
Table 8 
Transport Type by Country of Origin 
 
Transport Type 
Private 
car/van 
Hire car/ 
van 
Bus/ 
Shuttle Campervan Other
1 TOTAL Country of Origin 
No. % No. % No. % No. % No. % No. % 
New Zealand 446 81.2  22 4.0  24 4.4  23 4.2  34 6.2 549 100.0 
United 
Kingdom  30 20.1  72 48.3  15 10.1  17 11.4  15 10.1 149 100.0 
Australia  24 19.5  67 54.5  11 8.9  8 6.5  13 10.6 123 100.0 
United States  16 21.3  29 38.7  8 10.7  6 8.0  16 21.3  75 100.0 
Germany  8 10.3  37 47.4  17 21.8  6 7.7  10 12.8  78 100.0 
Netherlands  7 18.9  17 45.9  2 5.4  3 8.1  8 21.6  37 100.0 
Other 
Europe  13 18.6  26 37.1  10 14.3  8 11.4  13 8.6  70 100.0 
Scandinavia  9 20.9  15 34.9  9 20.9  5 11.6  5 11.6  43 100.0 
Asia/ Pacific  8 17.0  21 44.7  9 19.1  2 4.3  7 14.9  47 100.0 
Other  16 33.3  15 31.3  6 12.5  5 10.4  6 12.5  48 100.0 
 
Note 1:  Includes hitchiking, bicycle, motor cycle, train, plane and ‘other’. 
 
Over a third of respondents were travelling with partners or spouses (38.8%), 21.0 per cent were 
travelling as families, 15.0 per cent with friends and 12.0 per cent were travelling alone (Table 
9).  Gender is significantly related to the type of group largely because males make up almost a 
two thirds of those travelling alone (64.2%) (Pearson’s χ2 = 13.04, 6df, p = 0.042) (Table 10).  
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Also, females make up a slightly greater proportion than do males of those who are travelling in 
family groups (54.0%). 
 
Some 63.4 per cent of these groups had two adults, 16.7 per cent had only one adult and 8.4 per 
cent had three adults (Table 11).  In Table 12 it can be seen that the majority of groups did not 
include children (86.4%). 
 
Table 9 
Type of Group 
 
Group Type Number % 
Visiting Alone 140 12.0 
Partner/Spouse 453 38.8 
Friends 175 15.0 
Family 245 21.0 
Friends & Partner/Spouse 65 5.6 
Friends and Family 22 1.9 
Other 67 5.7 
Total 1,167 100.0 
 
 
Table 10 
Gender by Type of Group 
 
Visiting 
Alone 
Partner/ 
Spouse Friends Family 
Friends & 
Partner/ 
Spouse 
Friends & 
Family Other Gender 
No. % No. % No. % No. % No. % No. % No. % 
Male 88 64.2 213 49.2 82 48.2 109 46.0 30 49.2 11 50.0 32 52.5 
Female 49 35.8 220 50.8 88 51.8 128 54.0 31 50.8 11 50.0 29 47.5 
Total 137 100.0 433 100.0 170 100.0 237 100.0 61 100.0 22 100.0 61 100.0
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Table 11 
Adults in Group 
 
Number of 
Adults 
Number % 
1 200 16.7 
2 761 63.4 
3 101 8.4 
4 71 5.9 
>4 68 5.5 
Total 1,201 100.0 
 
 
Table 12 
Children in Group 
 
Number of 
Children Number % 
0 1064 86.4 
1 55 4.5 
2 69 5.6 
3 27 2.2 
4 6 0.5 
>4 11 0.9 
Total 1,232 100.0 
 
The number of previous visits to the West Coast made by respondents is shown in Table 13.  A 
total of 47.9 per cent of respondents had never been to the West Coast before while 32.5 per cent 
had been four or more times before.  Type of visitor (domestic or international) is significantly 
related to previous visits as would be expected (Pearson’s χ2 =664.17, 3df, p<0.001) (Table 14).  
While 67.2 per cent of domestic visitors had been to the West Coast four or more times before, 
77.2 per cent of overseas visitors had never visited the West Coast before.  This is perhaps 
surprising since it means that 22.8 per cent of international visitors had been to the West Coast 
previously.  It is possible, but cannot be confirmed, that this may result from previous visits on 
the current trip to New Zealand.  Only 11.3 per cent of domestic visitors had never been to the 
West Coast previously. 
 
When previous visits are analysed in relation to country of origin a significant relationship is also 
found (Pearson’s χ2 = 696.71, 27df, p<0.001) (Table 15).  While, as already seen, some 67.2 per 
cent of New Zealanders have visited the West Coast four or more times previously, only 
Australian visitors at 10.5 per cent having visited four or more times previously show any 
substantial repeat visitation.  However, 11.8 per cent of United Kingdom visitors, 15.5 per cent 
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of German visitors and 19.5 per cent of Australian visitors have been once before to the West 
Coast.  When New Zealand is excluded from the analysis of previous visits with country of 
origin the result is still significant (Pearson’s χ2 = 44.27, 24df, p=0.007).  Much of this can be 
explained by the repeat visits of Australians. 
 
Table 13  
Previous Visits to the West Coast 
 
Previous Visits Number % 
None 579 47.9 
Once before 134 11.1 
Two to three times before 104 8.6 
Four or more times before 393 32.5 
Total 1,210 100.0 
 
 
Table 14 
Previous Visits to the West Coast by Visitor Type 
 
Domestic International 
Number of Previous Visits 
Number % Number % 
None 61 11.3 518 77.2 
Once before 44 8.2 90 13.4 
Two to three times before 72 13.3 32 4.8 
Four or more times before 362 67.2 31 4.6 
Total 539 100.0 671 100.0 
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Table 15 
Previous Visits to the West Coast by Country of Origin 
 
Previous Visits None Once Before 2-3 Times Before 
4 or More 
Times Total 
No. 61 44 72 362 539 
New Zealand 
% 11.3 8.2 13.3 67.2 100.0 
No. 120 17 4 6 144 
United Kingdom 
% 83.2 11.8 2.8 4.2 100.0 
No. 74 24 12 13 123 
Australia 
% 60.2 19.5 9.8 10.5 100.0 
No. 64 8 1 1 74 United States of 
America % 86.4 10.8 1.4 1.4 100.0 
No. 60 12 3 3 78 
Germany 
% 76.9 15.5 3.8 3.8 100.0 
No. 31 2 1 2 36 
Netherlands 
% 86.1 5.6 2.7 5.6 100.0 
No. 55 9 5 2 71 
Other Europe 
% 77.5 12.7 7.0 2.8 100.0 
No. 36 5 2 0 43 
Scandinavia 
% 83.7 11.6 4.7 0.0 100.0 
No. 37 4 4 1 46 
Asia/Pacific 
% 80.4 8.7 8.7 2.2 100.0 
No. 39 8 0 1 48 
Other 
% 81.3 16.7 0.0 2.0 100.0 
 
 
3.3 Purpose of Visit and Attractions of the West Coast 
This section first details the main purpose for the current travel in New Zealand and for the visit 
to the West Coast.  The main nominated ‘attractions’ of the West Coast are then summarised.  
Finally, the importance ratings of a range of scenic features, types of walks and categories of 
attractions are presented and analysed. 
 
3.3.1 Purpose of Visit 
Overwhelmingly, visitors in the sample categorised themselves as travelling in New Zealand for 
holiday or leisure (79.2% – see Table 16), and on the West Coast for the same reason (76.5% – 
see Table 17). Travelling to visit family and friends was the next most common purpose of 
travelling both in New Zealand (9.6%) and on the West Coast (8.2%).  Interestingly, many of the 
‘other’ category were people who suggested combinations of purposes both in relation to travel 
in New Zealand and the West Coast. 
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When visitors are categorised as either ‘domestic’ (New Zealand as origin country) or 
‘international’ (all other countries as origin country) a significant relationship is found between 
purpose of visiting New Zealand and type of visitor (Pearson’s χ2 = 113.03, 5df, p<0.001) 
(Table18).  Some 89.6 per cent of international visitors have ‘holiday or leisure’ as the purpose 
of their visit while relatively fewer domestic visitors (63.6%) nominated this as the purpose of 
their visit.  Domestic visitors are more likely to have purposes other than ‘holiday or leisure’ 
than are international visitors. 
 
There is also a significant relationship between the purpose of visit to the West Coast and 
whether the visitor is from New Zealand or overseas (Pearson’s χ2 = 211.26, 4df, p<0.001) 
(Table 19).  In this case, there is an even greater proportion of international visitors who 
nominated ‘holiday or leisure’ for their purpose of visit (92.0%) than was the case for the 
purpose of visiting New Zealand.  In relative terms, only 57.3 per cent of domestic visitors to the 
West Coast nominated ‘holiday or leisure’ as the reason for visiting the region.  Some 16.5 per 
cent, however, were visiting for ‘visit family or friends’, 6.4 per cent for sports and hobbies, 4.9 
per cent for ‘business’ and 14.9 per cent for ‘other’ purposes.  The purpose of visit is therefore 
more diverse for domestic visitors than for international visitors to the West Coast. 
 
Table 16 
Purpose of Travel – New Zealand 
 
Purpose Number % 
Holiday and Leisure 828 79.2 
Visit Family or Friends 100 9.6 
Sports or Hobbies 29 2.8 
Business 36 3.4 
Other 53 5.0 
Total 1,046 100.0 
 
 
Table 17 
Purpose of Travel – West Coast 
 
Purpose Number % 
Holiday and Leisure 943 76.5 
Visit Family or Friends 101 8.2 
Sports or Hobbies 43 3.5 
Business 32 2.6 
Other 113 9.2 
Total 1,232 100.0 
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Table 18 
Purpose of Travel in New Zealand by Type of Visitor 
 
Purpose of Visit Domestic International 
 Number % Number % 
Holiday and Leisure 267 63.6 561 89.6 
Visit Family or Friends 60 14.3 40 6.4 
Sports or Hobbies 24 5.7 5 0.8 
Business 26 6.2 10 1.6 
Other 43 10.2 10 1.6 
Total 420 100.0 626 100.0 
 
 
Table 19 
Purpose of Visit to the West Coast by Type of Visitor 
 
Domestic International 
Purpose of Visit 
Number % Number % 
Holiday and Leisure 316 57.3 627 92.0 
Visit Family or Friends 91 16.5 10 1.5 
Sports or Hobbies 35 6.4 8 1.2 
Business 27 4.9 5 0.7 
Other 82 14.9 31 4.6 
Total 551 100.0 681 100.0 
 
 
3.3.2 Attractions of the West Coast 
In an answer to an open-ended question, respondents offered a great variety of ‘attractions’ that 
brought them to the West Coast.  These included quite general comments such as ‘atmosphere’ 
to very specific tasks such as to ‘pick up the kids’.  The responses were coded into broad 
categories and divided in terms of first, second and third mentions.  The process of coding into 
categories is clearly subjective and other sub-divisions could have also been presented (e.g., 
distinguishing between those who mentioned ‘the bush’ and those who simply said ‘scenery’).  A 
decision was made, however, to use categories that had reasonable representation in all mentions. 
 
Table 20 presents the frequency with which these broad categories were mentioned.  It can be 
seen that references to ‘nature’, ‘scenery’ and more specific natural features predominated first 
(36.1% of mentions), second (36.7%) and third (32.7%) mentions.  In fact, the natural habitat is 
an even more dominant attraction than this suggests.  Glaciers (24.9% first mention, 12.8% of 
second mentions and 7.7% of third mentions) and the beach/coast/sea category (4.6% first 
mention, 8.8% of second mentions, 9.4% of third mentions) are also prominent aspects of the 
broad natural environment.  Further, many of the activities (11. 6%; 14.6%; 15.0% of respective 
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mentions) and many of the particular places (7.3%; 12.2%; 14.8% of respective mentions) are 
also associated with natural features (e.g., tramping, mountain biking, Punakaiki). 
 
By contrast, culture/ heritage and history are mentioned relatively infrequently (1.1% of first 
mentions, 3.3% of second mentions and 5.1% of third mentions).  Specific attractions in this 
category were gold mines, Shantytown, arts and crafts, etc.  The category of 
‘friends/family/people’ was the only specified category that was clearly not associated directly 
with the natural environment and yet was relatively frequently mentioned (9.0% of first 
mentions, 4.9% of second mentions and 4.8% of third mentions).  Included in this category were 
specific references to family or family members of the respondents but also general comments 
about the ‘people’ on the West Coast. 
 
Table 20 
Main Attractions of the West Coast 
 
First Mention Second Mention Third Mention 
 
Number % Number % Number % 
Nature 427 36.1 359 36.7 199 32.7 
Glaciers 295 24.9 125 12.8 47 7.7 
Activities 138 11.6 143 14.6 91 15.0 
Friends/ Family/ People 107 9.0 48 4.9 29 4.8 
Particular Place 87 7.3 119 12.2 90 14.8 
Beach/ Coast/ Sea 55 4.6 86 8.8 57 9.4 
Convenience/ Vacation 20 1.7 17 1.7 14 2.3 
Culture/ Heritage/ History 13 1.1 32 3.3 31 5.1 
Other 44 3.7 49 5.0 50 8.2 
 1,186 100 978 100 608 100 
 
 
3.3.3 Importance of Scenery, Walks and Other Attractions 
To gain a more targeted insight into what attracted people to the West Coast, respondents were 
asked to rate, on a five point scale (1= Important, 5 = Not so important), the importance of a 
variety of scenic attractions, walks and other attractions for their group’s visit to the West Coast. 
Table 21 presents the responses for each type of attraction for each importance rating level.  All 
the scenic features rated very highly with only the ‘seashore’ having less than 50 per cent of the 
valid sample giving it the highest importance rating (49.1%).  The mountains (67.6%) and the 
wild coastlines (57.3%) received the greatest frequency of the highest importance rating of all 
types of scenic, walking and other attractions.  Only ‘glaciers’ at 56.7 per cent and ‘nature sites’ 
at 53.7 per cent had a similarly high rating. 
 
At the other end of the scale, all the scenic features had less than five per cent of the valid sample 
giving them the lowest importance rating.  The attraction types with the greatest frequency of the 
lowest level of importance (level 5) were overnight walks (49.4%) and remote walks (45.5%).  
 21 
‘Short explorations’ and ‘bush walks’, conversely, were rated at the highest importance level by 
44.6 per cent and 43.8 per cent, respectively of the valid sample with a further 25.4 per cent and 
19.9 per cent, respectively, rating them at the second highest level.  ‘Enjoyable driving’ was 
rated at the highest level of importance by 41.1 per cent and at the second highest level by 23.9 
per cent of the valid sample. 
 
Table 21 
Attraction Importance Rating 
 
Importance Rating 
11 2 3 4 5 
Totals 
Attraction 
No. % No. % No. % No. % No. % No. % 
Scenic Features 
Mountains 803 67.6 215 18.1 114 9.6 31 2.6 24 2.0 1,187 100.0
Bush 642 54.2 246 20.8 185 15.6 76 6.4 35 3.0 1,184 100.0
Seashore 577 49.1 266 22.7 197 16.8 83 7.1 51 4.3 1,174 100.0
Wild Coastlines 674 57.3 263 21.3 140 11.9 61 5.2 39 3.3 1,177 100.0
Walks 
Bush 487 43.8 222 19.9 147 13.2 90 8.1 167 15.0 1,113 100.0
Alpine 323 30.1 168 15.7 153 14.3 129 12.0 300 28.0 1,073 100.0
Overnight 193 18.4 95 9.1 121 11.5 122 11.6 518 49.4 1,049 100.0
Remote 194 18.6 131 12.6 122 11.7 121 11.6 474 45.5 1,042 100.0
Short exploration 499 44.6 284 25.4 138 12.3 66 5.9 132 11.8 1,119 100.0
Other Attractions 
Museums 196 17.4 172 15.3 255 22.7 156 13.9 345 30.7 1,124 100.0
Eating Places 236 20.8 246 21.7 269 23.7 160 14.1 222 19.6 1,133 100.0
Inns and Pubs 158 14.2 171 15.4 265 23.8 199 17.9 321 28.8 1,114 100.0
Heritage Sites 281 24.9 271 24.0 279 24.7 155 13.7 142 12.6 1,128 100.0
Nature Sites 613 53.7 326 28.5 130 11.4 28 2.5 45 3.9 1,142 100.0
Glaciers 637 56.7 192 17.1 113 10.1 49 4.4 133 11.8 1,124 100.0
Crafts 181 16.3 194 17.4 294 26.4 196 17.6 248 22.3 1,113 100.0
Enjoyable Driving 460 41.1 267 23.9 189 16.9 67 6.0 135 12.2 1,119 100.0
Note:  1. Importance rating scale is from ‘1’ = Important to ‘5’ = Not so important 
 
 
3.4 Itinerary Planning and Decision Making 
The planning of the itinerary for travel in New Zealand was carried out principally at home 
(59.4% of respondents) (Table 22).  Just over one fifth (20.6%) planned their itineraries while 
travelling and 15.8 per cent planned itineraries half at home and half while travelling. 
 22 
The timing of the decision to go to the West Coast was at home for over two thirds of the sample 
(67.1%) while 21.3 per cent made the decision while travelling and 8.0 per cent half at home and 
half while travelling (Table 23). 
 
Table 22 
Time of Planning New Zealand Itinerary 
 
When Planned Number % 
Mainly at home 672 59.4 
Mainly while travelling in  
New Zealand 233 20.6 
Half and half 179 15.8 
Other 47 4.2 
Total 1,131 100.0 
 
 
Table 23 
Time of Decision to Travel to West Coast 
 
When Decided Number % 
Mainly at home 781 67.1 
Mainly while travelling in  
New Zealand 
248 21.3 
Half and half 93 8.0 
Other 42 3.6 
Total 1,164 100.0 
 
The timing of the planning of the itinerary for travel in New Zealand was significantly related to 
type of visitor (domestic or international) (Pearson’s χ2 = 117.48, 3df, p<0.001) (Table 24).  
While three quarters (75.4%) of domestic visitors did most of their itinerary planning while at 
home only 48.4 per cent of international visitors did so.  Planning for international visitors was 
also likely to be made while travelling in New Zealand (28.7%) or ‘half and half’ (20.4%). 
 
There is also a significant relationship when specific countries of origin are cross-tabulated with 
the timing of planning the itinerary for travel in New Zealand (Pearson’s χ2 = 163.31, 27df, 
p<0.001) (Table 25).  It is interesting to note that visitors from New Zealand (75.4%), the United 
States of America (61.8%), the Asia/Pacific regions (58.7%) and Australia (54.9%) all had more 
than half of respondents who planned their itineraries solely at home.  By contrast, only 38.9 per 
cent of those from the Netherlands and 39.8 per cent of those from Germany planned their 
itineraries solely at home. 
 
For the decision to go to the West Coast, a highly significant relationship is found between type 
of visitor (domestic or international) and timing of the decision (Pearson’s χ2 = 112.74, 3df, 
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p<0.001) (Table 26).  A total of 81.9 per cent of domestic visitors made the decision to visit the 
West Coast at home while only 56.2 per cent of international visitors did the same. 
 
There is also a highly significant relationship between country of origin and the timing of the 
decision to visit the West Coast (Pearson’s χ2 = 177.54, 27df, p<0.001) (Table 27).  Once again, 
while New Zealanders overwhelmingly made the decision to go to the West Coast while still at 
home (81.9%), the trend is less emphatic with respondents from other countries and regions of 
the world.  Those from Australia (69.1%), Asia/ Pacific (67.4%), the United States of America 
(65.3%), the United Kingdom (56.1%) and the Netherlands (55.6%) were the only other 
countries from which over half of respondents had made their decision to visit the West Coast 
solely while at home.  At the other extreme, 51.1 per cent of those from ‘Other’ parts of the 
world made their decision to go to the West Coast while travelling in New Zealand. 
 
Table 24 
Planning of New Zealand Itinerary by Type of Visitor 
 
Domestic International 
Planning 
Number % Number % 
Made at home 349 75.4 323 48.4 
Made while travelling in New Zealand 41 8.9 192 28.7 
Half and half 43 9.3 136 20.4 
Other 30 6.4 17 2.5 
Total 463 100.0 668 100.0 
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Table 25 
Planning of New Zealand Itinerary by Country of Origin 
 
Planning Made at Home 
Made While 
Travelling in 
NZ 
Half and 
Half Other Total 
No. 349 41 43 30 463 
New Zealand 
% 75.4 8.9 9.3 6.4 100.0 
No. 62 45 32 5 144 
United Kingdom 
% 43.1 31.2 22.2 3.5 100.0 
No. 67 20 34 1 122 
Australia 
% 54.9 16.4 27.9 0.8 100.0 
No. 47 14 13 2 76 United States of 
America % 61.8 18.4 17.1 2.7 100.0 
No. 31 29 15 3 78 
Germany 
% 39.8 37.2 19.2 3.8 100.0 
No. 14 13 8 1 36 
Netherlands 
% 38.9 36.1 22.2 2.8 100.0 
No. 33 25 9 3 70 
Other Europe 
% 47.1 35.7 12.9 4.3 100.0 
No. 21 14 8 0 43 
Scandinavia 
% 48.8 32.6 18.6 0.0 100.0 
No. 27 9 9 1 46 
Asia/Pacific 
% 58.7 19.6 19.6 2.1 100.0 
No. 19 21 7 0 47 
Other 
% 40.4 44.7 14.9 0.0 100.0 
 
 
Table 26  
Decision to go to the West Coast by Type of Visitor 
 
Domestic International 
Decision 
Number % Number % 
Made at home 404 81.9 377 56.2 
Made while travelling in New Zealand 41 8.3 207 30.9 
Half and half 23 4.7 70 10.4 
Other 25 5.1 17 2.5 
Total 493 100.0 671 100.0 
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Table 27 
Decision to go to West Coast by Country of Origin 
 
Planning Made at Home 
Made While 
Travelling in 
NZ 
Half and 
Half Other Total 
No. 404 41 23 25 493 
New Zealand 
% 81.9 8.3 4.7 5.1 100.0 
No. 83 47 12 6 148 
United Kingdom 
% 56.1 31.8 8.1 4.1 100.0 
No. 85 24 13 1 123 
Australia 
% 69.1 19.5 10.6 0.8 100.0 
No. 49 14 11 1 75 United States of 
America % 65.3 18.7 14.7 1.3 100.0 
No. 36 24 15 2 77 
Germany 
% 46.8 31.2 19.4 2.6 100.0 
No. 20 11 5 0 36 
Netherlands 
% 55.6 30.5 13.9 0.0 100.0 
No. 32 31 4 3 70 
Other Europe 
% 45.7 44.3 5.7 4.3 100.0 
No. 19 20 3 1 43 
Scandinavia 
% 44.2 46.5 7.0 2.3 100.0 
No. 31 11 2 2 46 
Asia/Pacific 
% 67.4 24.0 4.3 4.3 100.0 
No. 19 24 4 0 47 
Other 
% 40.4 51.1 8.5 0.0 100.0 
 
 
3.5 Influences on Decision to go to New Zealand 
Question 21 in the diary survey (question 25 in the exit survey) was meant to be administered to 
overseas visitors only.  During analysis, however, it became clear that some domestic visitors 
had also answered this question since the total number of valid responses in the analyses were 
often greater than the total number of international visitors in the sample.  It was therefore 
decided to report responses as a percentage of those who responded to each sub-question.  Given 
that, ‘Influence’ is shown in terms of the percentage of such respondents who opted for each of 
the first two categories (‘very influential’ and ‘influential’) (Table 28).  The sum of these two 
categories is also given as ‘Total Influence’.  The range of responses to each sub-question is 
from 828 responses in relation to ‘package deal’ and 875 responses for ‘convenient stop over’, 
with the exception of the ‘internet’ which attracted only 625 responses.  With the one caution 
about the ‘internet’ it seems reasonable to assume that roughly the same group are responding to 
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each sub-question and that the percentages at least can be compared.  Interpreting the responses 
of international visitors is difficult (except for analyses related to origin country that extract New 
Zealanders). 
 
Over half (51.6 per cent) of respondents were influenced by ‘advice from friends and family’ and 
43.5 per cent were influenced by ‘travel books’.  It is interesting to note, however, that 37.9 per 
cent of respondents rated ‘advice from friends and family’ as being ‘very influential’ while only 
28.5 per cent did the same for ‘travel books’.  In terms of perceptions of influence, then, the 
advice of others is rated particularly highly.  This raises interesting questions concerning what 
types of sources (formal or informal) people may like to think they are influenced by in making 
their decisions.  For example, it is also interesting that, after ‘advice from friends and family’ and 
‘travel books’ the next highest rating for ‘very influential’ was ‘previous visit’ to New Zealand 
(i.e., personal experience) at 17.8 per cent. 
 
‘Cost benefits’ also figured highly (25.5%) as an influence on the decision to visit New Zealand 
as did brochures (25.2%).  Both brochures and travel books are, of course, portable information 
sources.  That is they be carried by the traveller during a trip.  Television advertising, travel 
agents and television shows, by contrast, cannot be taken on the trip.  Portability not only 
presumably increases the number of times an information source may exert its influence but it 
also makes the source more readily available to a travellers memory.  It would therefore not be 
surprising if it was more often perceived (remembered) as a source other than, non-portable, 
information sources. 
 
Table 28 
Influences on Decision to Visit New Zealand 
 
Very Influential Influential Total Influence 
Influence 
No. % No. % No. % 
Advice from Friends and 
Family 332 37.9 120 13.7 452 51.6 
Travel Books 249 28.5 131 15.0 380 43.5 
Cost Benefits 116 13.6 101 11.9 217 25.5 
Brochures 125 14.5 92 10.7 217 25.2 
Good Stop 143 17.0 51 6.1 194 23.1 
Internet 63 10.1 73 11.7 136 21.8 
Previous Visit 150 17.8 25 3.0 175 20.8 
Magazine Article 62 7.2 77 9.0 139 16.2 
Travel Agent 80 9.2 36 4.2 116 13.4 
Television Show 50 5.8 62 7.2 112 13.0 
Magazine Advertisement 36 4.2 34 4.0 70 8.2 
Package Deal 44 5.3 24 2.9 68 8.2 
Television Advertisement 29 3.4 16 1.9 45 5.3 
 27 
In order to determine the relationship between the perceived influence of an information source 
or trip characteristic and other variables, the ‘very influential’ and ‘influential’ categories were 
summed (as above) and then cross-tabulated with the variables in question.  Only the analyses 
for three features (‘advice from friends and family’, ‘travel books’ and ‘brochures’) are presented 
below, for brevity.  They were chosen because they represent the three highest rating information 
sources (as opposed to trip characteristics) and, hence, are likely to be of most interest to readers.  
There are significant findings relating to the other information sources and trip characteristics but 
it was considered sensible to focus only on the most important relationships for this report. 
 
From this analysis, it was found that ‘advice from friends and family’ was significantly related to 
age group (Pearson’s χ2 = 37.95, 2df, p<0.001) (Table 29), group type (Pearson’s χ2 = 18.33, 
6df, p=0.005) (Table 30), transport (Pearson’s χ2 = 113.42, 4df, p<0.001) (Table 31), and having 
visited New Zealand previously (Pearson’s χ2 = 235.03, 3df, p<0.001) (Table 32). 
 
A full 61.8 per cent of those in the youngest age group cited ‘advice from friends and family’ as 
an influence while only 33.8 per cent of those older than 55 years of age did so.  The group type 
that most often cited this source as an influence was ‘friends’ (63.3%) while only 42.7 per cent 
of those travelling in ‘family’ groups and 48.0 per cent of those ‘visiting alone’ did the same.  
People travelling by hire vehicles most frequently cited ‘advice of friends and family’ (69.7%) 
with only 28.8 per cent of those travelling by private car seeing it as influential.  Advice from 
friends and family was most often mentioned by those who had never been to New Zealand 
before (70.1%) (Table 32).  The greater the number of previous visits the less likely this would 
be mentioned as an influence (only 6.3% of those who had been four or more times to New 
Zealand mentioned advice from friends and family as an influence). 
 
 
Table 29 
Influence of Advice from Friends and Family by Age Group 
 
Advice Friends/Family Influential Not Influential Totals 
No. 228 141 369 
15-34 years 
% 61.8 38.2 100.0 
No. 133 163 296 
35-54 years 
% 44.9 55.1 100.0 
No. 47 92 139 
55+ years 
% 33.8 66.2 100.0 
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Table 30 
Influence of Advice from Friends and Family by Group Type 
 
Advice Friends/Family Influential Not Influential Totals 
No. 48 52 100 
Visiting Alone 
% 48.0 52.0 100.0 
No. 179 146 325 
Partner/ Spouse 
% 55.1 44.9 100.0 
No. 93 54 147 
Friends 
% 63.3 36.7 100.0 
No. 64 86 150 
Family 
% 42.7 57.3 100.0 
No. 26 20 46 Friends & Partner/ 
Spouse % 56.5 43.5 100.0 
No. 6 7 13 
Friends & Family 
% 46.2 53.8 100.0 
No. 16 26 42 
Other 
% 38.1 61.9 100.0 
 
 
Table 31 
Influence of Advice from Friends and Family by Transport Type 
 
Advice Friends/Family Influential Not Influential Totals 
No. 92 228 320 
Private car/ Van 
% 28.8 71.2 100.0 
No. 202 88 290 
Hire car/ Van 
% 69.7 30.3 100.0 
No. 54 40 94 
Bus/ Shuttle 
% 57.4 42.6 100.0 
No. 43 20 63 
Campervan 
% 68.3 31.7 100.0 
No. 58 48 106 
Other 
% 54.7 45.3 100.0 
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Table 32 
Influence of Advice of Friends and Family by Previous Visits to New Zealand 
 
Advice Friends/Family Influential Not Influential Totals 
No. 364 155 519 
None 
% 70.1 29.9 100.0 
No. 51 47 98 
Once Before 
% 52.0 48.0 100.0 
No. 21 37 58 
2-3 Times Before 
% 36.2 63.8 100.0 
No. 12 180 192 4 or More Times 
Before % 6.3 93.7 100.0 
 
Perceived influence of travel books was significantly related to age group (Pearson’s χ2 = 
33.531, 2df, p < 0.001) (Table 33), country of origin (Pearson’s χ2 = 55.01, 8df, p < 0.001) 
(Table 34), group type (Pearson’s χ2 = 27.29, 6df, p < 0.001) (Table 35), transport type 
(Pearson’s χ2 = 125.43, 4df, p < 0.001) (Table 36), having previously visited the West Coast 
(Pearson’s χ2 = 16.972, 3df, p = 0.001) (Table 37), purpose of visit to the West Coast (Pearson’s 
χ2 = 69.06, 4df, p < 0.001) (Table 38), timing of the planning of the New Zealand itinerary 
(Pearson’s χ2 = 23.82, 3df, p < 0.001) (Table 39) and when the decision to visit the West Coast 
was made (Pearson’s χ2 = 34.02, 3df, p < 0.001) (Table 40). 
 
The perceived influence of travel books on the decision to go to New Zealand decreased with 
increasing age group (Table 33).  Over half (53.1%) of those aged 15-34 years of age cited travel 
books as an influence but this decreases to 28.8 per cent of those older than 55 years of age.  
Australians are the least likely to perceive travel books as an influence on their decision to travel 
to New Zealand (36.8% of respondents cited them as an influence) (Table 34).  The only other 
origin ‘country’ with less than 50 per cent of respondents perceiving travel books as an influence 
was Scandinavia (47.%).  United Kingdom respondents at 50.4 per cent, ‘other’ at 53.3 per cent 
and those from the Asia/Pacific region (64.4%) were the only remaining origin areas which had 
less than 70 per cent who perceived travel books to be an influence. 
 
Table 33 
Influence of Travel Books by Age Group 
 
Travel Books Influential Not Influential Totals 
No. 197 174 371 
15-34 years 
% 53.1 46.9 100.0 
No. 105 190 295 
35-54 years 
% 35.6 64.4 100.0 
No. 40 99 139 
55+ years 
% 28.8 71.2 100.0 
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Table 34 
Influence of Travel Books by Country of Origin 
 
Travel Books Influential Not Influential Totals 
No. 71 70 141 
United Kingdom 
% 50.4 49.6 100.0 
No. 42 72 114 
Australia 
% 36.8 61.2 100.0 
No. 49 20 69 United States of 
America % 71.0 29.0 100.0 
No. 54 19 73 
Germany 
% 74.0 26.0 100.0 
No. 26 6 32 
Netherlands 
% 81.3 18.7 100.0 
No. 53 18 71 
Other Europe 
% 74.6 25.4 100.0 
No. 19 21 40 
Scandinavia 
% 47.5 52.5 100.0 
No. 29 16 45 
Asia/Pacific 
% 64.4 35.6 100.0 
No. 24 21 45 
Other 
% 53.3 46.7 100.0 
 
Greatest mention of travel books as an influence on the decision to go to New Zealand was by 
those travelling with partners or spouses (52.2%) (Table 35).  Least mention was by those 
travelling in groups of friends and family (only 16.7%).  Family groups also had a relatively low 
rate of mention of travel books as an influence (28.4%). 
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Table 35 
Influence of Travel Books by Group Type 
 
Travel Books Influential Not Influential Totals 
No. 45 58 103 
Visiting Alone 
% 43.7 56.3 100.0 
No. 169 155 324 
Partner/Spouse 
% 52.2 47.8 100.0 
No. 65 82 147 
Friends 
% 44.2 55.8 100.0 
No. 42 106 148 
Family 
% 28.4 71.6 100.0 
No. 21 25 46 Friends & Partner/ 
Spouse % 45.7 54.3 100.0 
No. 2 10 12 
Friends & Family 
% 16.7 83.3 100.0 
No. 18 26 44 
Other 
% 40.9 59.1 100.0 
 
Almost two thirds (63.3%) of those travelling by hire vehicle reported travel books as an 
influence on their decision to go to New Zealand while only 19.6 per cent of those travelling by 
private vehicle did the same (Table 36).  Over half (54.3%) of people travelling by bus or shuttle 
also cited travel books as an influence on this decision.  Some 6.3 per cent of visitors who had 
never visited New Zealand previously perceived travel books to be an influence on their 
decision, but only 5.2 per cent of those who had been to New Zealand four or more times before 
said the same (Table 37).  Essentially, the perceived importance of travel books as an influence 
declined steadily with increasing previous visitation to New Zealand. 
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Table 36 
Influence of Travel Books by Transport Type 
 
Travel Books Influential Not Influential Totals 
No. 62 254 316 Private car/ Van 
% 19.6 80.4 100.0 
No. 186 108 294 Hire car/ Van 
% 63.3 36.7 100.0 
No. 108 42 92 Bus/ Shuttle 
% 54.3 45.7 100.0 
No. 50 33 62 Campervan 
% 46.8 53.2 100.0 
No. 29 57 108 
Other 
% 47.2 52.8 100.0 
 
 
Table 37 
Influence of Travel Books by Previous Visits to New Zealand 
 
Travel Books Influential Not Influential Totals 
No. 320 202 522 
None 
% 61.3 38.7 100.0 
No. 35 63 98 
Once Before 
% 35.7 64.3 100.0 
No. 12 43 55 
2-3 Times Before 
% 21.8 78.2 100.0 
No. 10 181 191 
4 or More Times 
% 5.2 94.8 100.0 
 
Almost half of those respondents travelling for purposes of holiday or leisure to the West Coast 
perceived travel books to be an influence on their decision to go to New Zealand (Table 38).  Of 
the other categories, only those travelling for ‘other’ reasons (23.4%) or for ‘sports or hobbies’ 
(19.0%) had any substantial reporting of travel books as an influence.  Only 41.9 per cent of 
respondents who planned their New Zealand itinerary mainly at home cited travel books as an 
influence on their decision to go to New Zealand while this figure increases to 49.3 per cent for 
those who mainly made the decision while travelling and 52.1 per cent for those who planned it 
both at home and while travelling (Table 39). 
 
Finally, travel books were most often perceived as an influence on the decision to visit New 
Zealand by those whose decision to visit the West Coast was made partly at home and partly 
while travelling (71.2%) (Table 40).  A slightly greater proportion of respondents who made 
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their decision to visit the West Coast while travelling perceived travel books as an influence 
(46.3%) than was the case for those who decided to go to the West Coast mainly at home 
(40.4%). 
 
Table 38 
Influence of Travel Books by Purpose of Visit to the West Coast 
 
Travel Books Influential Not Influential Totals 
No. 362 372 734 
Holiday or Leisure 
% 49.3 50.7 100.0 
No. 2 50 52 Visit Family or 
Friends % 3.8 96.2 100.0 
No. 4 17 21 
Sports or Hobbies 
% 19.0 81.0 100.0 
No. 1 20 21 
Business 
% 4.8 95.2 100.0 
No. 11 36 47 
Other 
% 23.4 76.6 100.0 
 
 
Table 39 
Influence of Travel Books by Planning of New Zealand Itinerary 
 
Travel Books Influential Not Influential Totals 
No. 196 272 468 
Mainly at Home 
% 41.9 58.1 100.0 
No. 101 104 205 Mainly while 
Travelling % 49.3 50.7 100.0 
No. 75 69 144 
Half and Half 
% 52.1 47.9 100.0 
No. 5 36 41 
Other 
% 12.2 87.8 100.0 
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Table 40 
Influence of Travel Books by Timing of Decision to go to the West Coast 
 
Travel Books Influential Not Influential Totals 
No. 218 321 539 
Mainly at Home 
% 40.4 59.6 100.0 
No. 100 116 216 Mainly while 
Travelling % 46.3 53.7 100.0 
No. 52 21 73 
Half and Half 
% 71.2 28.8 100.0 
No. 7 29 36 
Other 
% 19.4 80.6 100.0 
 
The perceived influence of brochures on the decision to go to New Zealand was found to be 
significantly related to transport type (Pearson’s χ2 = 89.24, 4df, p < 0.001) (Table 41), the 
number of previous visits to the West Coast (Pearson’s χ2 = 92.77, 3df, p < 0.001) (Table 42), 
purpose of visit to the West Coast (Pearson’s χ2 = 23.33, 4df, p < 0.001) (Table 43) and the 
timing of the planning of the itinerary for travel in New Zealand (Pearson’s χ2 = 18.19, 3df, p < 
0.001) (Table 44). 
 
While only 10.5 per cent of those travelling by private vehicle cited brochures as an influence on 
their decision to go to New Zealand, 41.8 per cent of hire vehicle users did so (Table 41).  Some 
40.3 per cent of campervan users perceived brochures as an influence but only 22.6 per cent of 
those travelling by bus or shuttle reported them as being an influence on their decision to go to 
New Zealand. 
 
Of those who had never been to the West Coast before, 57.2 per cent cited brochures as an 
influence on their decision to go to New Zealand (Table 42).  This compares with only 2.6 per 
cent of those who had visited the West Coast four or more times.  Relatively low rates of 
influence were reported by those who had been to the West Coast once before (15.3%) and two 
to three times before (16.4%). 
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Table 41 
Influence of Brochures by Transport Type 
 
Brochures Influential Not Influential Totals 
No. 33 281 314 
Private Car 
% 10.5 89.5 100.0 
No. 119 166 285 
Hire car/ Van 
% 41.8 58.2 100.0 
No. 21 72 93 
Bus/ Shuttle 
% 22.6 77.4 100.0 
No. 25 37 62 
Campervan 
% 40.3 59.7 100.0 
No. 18 88 106 
Other 
% 17.0 83.0 100.0 
 
 
Table 42 
Influence of Brochures by Previous Visits to the West Coast 
 
Brochures Influential Not Influential Totals 
No. 186 325 511 
None 
% 57.2 42.8 100.0 
No. 15 83 98 
Once before 
% 15.3 84.7 100.0 
No. 9 46 55 
2-3 times before 
% 16.4 83.6 100.0 
No. 5 185 190 4 or more times 
before % 2.6 97.4 100.0 
 
Not surprisingly, it was those respondents travelling for holiday or leisure who reported the 
greatest rates of perceived influence of brochures on the decision to go to New Zealand (28.3%) 
(Table 43).  Travel for sports or hobbies produced the next most frequent perceptions of 
influence with 14.3 per cent citing brochures as an influence.  Given the relatively small numbers 
of those travelling for purposes other than holiday or leisure, however, caution should be used in 
interpreting these findings.  It certainly seems, however, that brochures are perceived as 
influential on travel decisions mainly by the ‘holiday’ market. 
 
Finally, almost a third of respondents who did their itinerary planning while at home cited 
brochures as an influence (30.1%), as did 27.3 per cent of those who planned their itineraries 
both at home and while travelling in New Zealand (Table 44).  Only 16.3 per cent of those who 
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made their plans mainly while travelling perceived brochures to be an influence on the decision 
to go to New Zealand. 
 
Table 43 
Influence of Brochures by Purpose of Visit to the West Coast 
 
Brochures Influential Not Influential Totals 
No. 204 518 722 
Holiday or Leisure 
% 28.3 71.7 100.0 
No. 4 48 52 Visit Family or 
Friends % 7.7 92.3 100.0 
No. 3 18 21 
Sports or Hobbies 
% 14.3 85.7 100.0 
No. 1 20 21 
Business 
% 4.8 95.2 100.0 
No. 5 42 47 
Other 
% 10.6 89.4 100.0 
 
 
Table 44 
Influence of Brochures by Timing of Planning of New Zealand Itinerary 
 
Travel Books Influential Not Influential Totals 
No. 140 325 465 
Mainly at Home 
% 30.1 69.9 100.0 
No. 33 169 202 Mainly while 
Travelling % 16.3 83.7 100.0 
No. 38 101 139 
Half and Half 
% 27.3 72.7 100.0 
No. 5 36 41 
Other 
% 12.2 87.8 100.0 
 
 
In summary, the main influences on the decision to travel to New Zealand were ‘advice from 
friends and family’, ‘travel books’, ‘cost benefits’ and ‘brochures’.  Analysis revealed that 
perceptions of the influence of ‘advice from friends and family’ were significantly related to age 
(declines with age), group type (greatest from groups of ‘friends’), transport type (greatest for 
‘hire vehicles’) and previous visits to New Zealand (greatest for those who had never visited 
before). 
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Travel books were perceived to be an influence particularly by those who were younger, from 
Europe or the United States, travelling with a partner or spouse by hire vehicle for the purpose of 
holiday or leisure, planned their New Zealand itinerary while travelling to some extent and who 
decided to go to the West Coast partly while at home and partly while travelling. 
 
Brochures were perceived to be an influence on the decision to travel to New Zealand by 
respondents who used hire vehicles, had never been to the West Coast before, were travelling for 
holiday and leisure and tended to plan their New Zealand itineraries either while still at home or 
partly at home and partly while travelling. 
 
 
3.6 Influences on Decision to go to the West Coast 
These findings include responses from both international and domestic visitors to the West Coast 
and concern influences on their decision to go to the West Coast.  Percentages in Table 45 are of 
the total sample (n=1,232).  Once again, ‘advice from friends and family’ was the most often 
cited influence with 34.0 per cent of the sample perceiving it to be ‘very influential’ and a further 
12.5 per cent seeing it as ‘influential’ (‘Total influence’ is 46.5%) (Table 45).  The second most 
common cited influence was having previously visited the West Coast (34. 7%) followed by the 
perception of the West Coast as a ‘Good Stop’ on a longer trip (32.9 %) and ‘Travel Books’ 
(29.7%). 
 
Table 45 
Influences on Decision to Visit the West Coast 
 
Very Influential Influential Total Influence 
Influence 
No. % No. % No. % 
Advice from Friends and 
Family 419 34.0 154 12.5 573 46.5 
Previous Visit 367 29.8 60 4.9 427 34.7 
Good Stop 281 22.8 124 10.0 405 32.9 
Travel Books 232 18.8 134 10.9 366 29.7 
Brochures 159 12.9 116 9.4 275 22.3 
Cost Benefits 142 11.5 117 9.5 259 21.0 
Magazine Article 51 4.2 78 6.3 129 10.5 
Internet 52 4.2 55 4.5 107 8.7 
Travel Agent 73 5.9 18 1.5 91 7.4 
Television Show 39 3.2 30 2.4 69 5.6 
Magazine Advertisement 39 3.2 29 2.3 68 5.5 
Package Deal 43 3.5 14 1.1 57 4.6 
Television Advertisement 30 2.4 15 1.2 45 3.6 
 
 38 
‘Advice from friends and family’ was significantly related to age group (Pearson’s χ2 = 12.03, 
2df, p = 0.002) (Table 46), country of origin (Pearson’s χ2 = 20.86, 9df, p = 0.013) (Table 47), 
purpose of visit to the West Coast (Pearson’s χ2 = 17.33, 4df, p = 0.002) (Table 48) and where 
the decision to go to the West Coast was made (Pearson’s χ2 =) (Table 49). 
 
There was a steady decline in perceived influence of family and friends as age increased from 
60.0 per cent in the youngest age group (15-34 years) to 44.0 per cent in the oldest (55 + years) 
(Table 46). 
 
Respondents from ‘Other’ countries (70.7%) were the most likely to cite friends and family as an 
influence on their decision making followed by those from the United Kingdom (64.8%), United 
States (61.5%), the Netherlands (61.3%), ‘Other Europe’ (61.2%) and Scandinavia (60.6%)  
(Table 47).  Those from New Zealand (48.8%), Asia/ Pacific (48.9%) and Germany (49.2%) 
were less likely to cite friends and family as an influence on their decision to go to the West 
Coast. 
 
For obvious reasons, those visiting the West Coast in order to see family or friends were most 
likely to perceive ‘advice from friends and family’ as an influence on their decision (64.0%) 
(Table 48).  Least likely to suggest it as an influence were those travelling for business reasons 
(22.2%). 
 
While perceiving friends and family as an influence on the decision to go to the West Coast 
seems to matter little whether the decision was made at home (56.5%), while travelling (59.0%) 
or ‘half and half’ (57.4%), respondents in the ‘Other’ category were far less likely to suggest it as 
an influence (25.0%) (Table 49). 
 
Table 46 
Influence of Advice from Friends and Family by Age Group 
 
Advice Friends/Family Influential Not Influential Totals 
No. 228 152 380 
15-34 years 
% 60.0 40.0 100.0 
No. 192 162 296 
35-54 years 
% 54.2 45.8 100.0 
No. 74 94 139 
55+ years 
% 44.0 56.0 100.0 
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Table 47 
Influence of Advice from Friends and Family by Country of Origin 
 
Advice Friends/Family Influential Not Influential Totals 
No. 226 237 463 New Zealand 
% 48.8 51.2 100.0 
No. 83 45 128 United Kingdom 
% 64.8 35.2 100.0 
No. 61 47 108 Australia 
% 56.5 43.5 100.0 
No. 40 25 65 United States of 
America % 61.5 38.5 100.0 
No. 29 30 59 Germany 
% 49.2 50.8 100.0 
No. 19 12 31 Netherlands 
% 61.3 38.7 100.0 
No. 38 24 62 Other Europe 
% 61.2 38.8 100.0 
No. 20 13 33 Scandinavia 
% 60.6 39.4 100.0 
No. 22 23 45 Asia/ Pacific 
% 48.9 51.1 100.0 
No. 29 12 41 
Other 
% 70.7 29.3 100.0 
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Table 48 
Influence of Advice from Friends and Family by Purpose of Visit to the West Coast 
 
Advice Friends/Family Influential Not Influential Totals 
No. 451 352 803 
Holiday or Leisure 
% 56.2 43.8 100.0 
No. 57 32 89 Visit Family or 
Friends % 64.0 36.0 100.0 
No. 18 18 36 
Sports or Hobbies 
% 50.0 50.0 100.0 
No. 6 21 27 
Business 
% 22.2 77.8 100.0 
No. 41 45 86 
Other 
% 47.7 52.3 100.0 
 
 
Table 49 
Influence of Advice from Friends and Family by Timing of Decision to go to the West Coast 
 
Advice Friends/Family Influential Not Influential Totals 
No. 383 295 678 
Mainly at Home 
% 56.5 43.5 100.0 
No. 128 89 217 Mainly while 
Travelling % 59.0 41.0 100.0 
No. 39 29 68 
Half and Half 
% 57.4 42.6 100.0 
No. 10 30 40 
Other 
% 25.0 75.0 100.0 
 
The perception that travel books influenced the decision to go to the West Coast was 
significantly related to gender (Pearson’s χ2 = 5.24, 1df, p = 0.022) (Table 50), age group 
(Pearson’s χ2 = 37.04, 2df, p < 0.001) (Table 51), type of visitor (Pearson’s χ2 = 150.17, 1df, p < 
0.001) (Table 52), transport used (Pearson’s χ2 = 87.86, 4df, p < 0.001) (Table 53), type of group 
(Pearson’s χ2 = 24.92, 6df, p < 0.001) (Table 54), purpose of visit to the West Coast (Pearson’s 
χ2 = 66.09, 4df, p < 0.001) (Table 55) and timing of the decision to go to the West Coast 
(Pearson’s χ2 = 17.32, 3df, p = 0.001) (Table 56). 
 
While only one third (33.1%) of males perceived travel books to be an influence, 40.2 per cent of 
females cited them as an influence on their decision to visit the West Coast (Table 50).  Travel 
books were also most often perceived as an influence on this decision by those in the 15-34 years 
age group (46.6%) with this figure reducing to 22.6 per cent for those older than 54 years (Table 
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51).  Unsurprisingly, international visitors (53.1%) were far more likely to suggest travel books 
as an influence on the decision to go to the West Coast than were domestic visitors (15.3%) 
(Table 52).  This trend seems to be reflected in relation to transport type with those travelling by 
private car or van being the least likely to cite travel books as an influence (21.4%) (Table 53).  
This compares with 55.2 per cent of those travelling by bus or shuttle. 
 
Respondents travelling with a partner or spouse report the highest level, in terms of type of 
group, of perceived influence of travel books (43.4%) (Table 54).  Those travelling alone are 
next most likely to cite them as an influence over the decision (39.7%).  The group type least 
likely to perceive travel books as an influence are groups of friends and family with only 18.8 
per cent mentioning them as an influence. 
 
Not surprisingly, those visitors travelling to the West Coast for ‘holiday or leisure’ are the most 
likely to perceive travel books as an influence (43.1%) (Table 55).  Interestingly, the least 
frequent mention of travel books was by those visiting family or friends (only 5.1% cited travel 
books as an influence).  Even people travelling for business reasons more often perceived travel 
books to be an influence on the decision to go to the West Coast than did those travelling to visit 
family and friends (11.5%). 
 
Finally, more people (42.7%) who made their decision to go to the West Coast while travelling 
saw travel books as an influence on their decision than did those who made that decision while at 
home (36.0%) (Table 56).  Travel books were, however, most often cited as an influence by 
those who made their decision ‘progressively’ (i.e., both while at home and while travelling) 
(52.2%). 
 
Table 50 
Influence of Travel Books by Gender 
 
Travel Books Influential Not Influential Totals 
No. 161 325 486 
Male 
% 33.1 66.9 100.0 
No. 195 290 485 
Female 
% 40.2 59.8 100.0 
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Table 51 
Influence of Travel Books by Age Group 
 
Travel Books Influential Not Influential Totals 
No. 173 198 371 
15-34 years 
% 46.6 53.4 100.0 
No. 100 237 337 
35-54 years 
% 29.7 70.3 100.0 
No. 37 127 164 
55+ years 
% 22.6 77.4 100.0 
 
 
Table 52 
Influence of Travel Books by Type of Visitor 
 
Advice Friends/Family Influential Not Influential Totals 
No. 66 365 431 
Domestic 
% 15.3 84.7 100.0 
No. 300 265 565 
International 
% 53.1 46.9 100.0 
 
 
Table 53 
Influence of Travel Books by Transport Type 
 
Travel Books Influential Not Influential Totals 
No. 97 356 453 
Private Car 
% 21.4 78.6 100.0 
No. 136 132 268 
Hire car/Van 
% 50.7 49.3 100.0 
No. 53 43 96 
Bus/Shuttle 
% 55.2 44.8 100.0 
No. 31 34 65 
Campervan 
% 48.4 51.6 100.0 
No. 48 63 111 
Other 
% 43.2 56.8 100.0 
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Table 54 
Influence of Travel Books by Group Type 
 
Travel Books Influential Not Influential Totals 
No. 46 70 116 
Visiting Alone 
% 39.7 60.3 100.0 
No. 162 211 373 
Partner/Spouse 
% 43.4 56.6 100.0 
No. 56 91 147 
Friends 
% 38.1 61.9 100.0 
No. 46 149 195 
Family 
% 23.6 76.4 100.0 
No. 17 35 52 Friends & Partner/ 
Spouse % 32.7 67.3 100.0 
No. 3 13 16 
Friends & Family 
% 18.8 81.2 100.0 
No. 18 28 46 
Other 
% 39.1 60.9 100.0 
 
 
Table 55 
Influence of Travel Books by Purpose of Visit to the West Coast 
 
Travel Books Influential Not Influential Totals 
No. 334 441 775 
Holiday or Leisure 
% 43.1 56.9 100.0 
No. 4 74 78 Visit Family or 
Friends % 5.1 94.9 100.0 
No. 7 29 36 
Sports or Hobbies 
% 19.4 80.6 100.0 
No. 3 23 26 
Business 
% 11.5 88.5 100.0 
No. 18 63 81 
Other 
% 22.2 77.8 100.0 
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Table 56 
Influence of Travel Books by Timing of Decision to go to the West Coast 
 
Travel Books Influential Not Influential Totals 
No. 232 413 645 Mainly at Home 
% 36.0 64.0 100.0 
No. 90 121 211 Mainly while 
Travelling % 42.7 57.3 100.0 
No. 35 32 67 Half and Half 
% 52.2 47.8 100.0 
No. 6 33 39 
Other 
% 15.4 84.6 100.0 
 
The perception that brochures influenced the decision to go to the West Coast was significantly 
related to country of origin (Pearson’s χ2 = 48.87, 9df, p < 0.001) (Table 57), transport type 
(Pearson’s χ2 = 29.05, 4df, p < 0.001) (Table 58) and the purpose of visit to the West Coast 
(Pearson’s χ2 = 36.69, 4df, p < 0.001) (Table 59). 
 
Only 18.9 per cent of New Zealanders suggested that brochures were an influence on their 
decision to go to the West Coast while 52.3 per cent of those from Asia/Pacific did so (Table 57).  
Of the other origin countries, only 15.8 per cent of Germans and 23.5 per cent of those from 
Scandinavia cited brochures as an influence.  Some 39.2 per cent of those travelling by hire 
vehicle perceived brochures to be an influence with only 21.0 per cent of private vehicle 
travellers doing the same (Table 58).  Brochures are also mentioned most as an influence by 
those travelling to the West Coast for holiday or leisure purposes (31.9%) (Table 59).  Only 3.8 
per cent of business visitors and 6.4 per cent of those visiting family or friends perceived 
brochures to be an influence on their decision to go to the West Coast. 
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Table 57 
Influence of Brochures by Country of Origin 
 
Brochures Influential Not Influential Totals 
No. 82 351 433 New Zealand 
% 18.9 81.1 100.0 
No. 44 77 121 United Kingdom 
% 36.4 63.6 100.0 
No. 38 68 106 Australia 
% 35.8 64.2 100.0 
No. 23 40 63 United States of 
America % 36.5 63.5 100.0 
No. 9 48 57 Germany 
% 15.8 84.2 100.0 
No. 11 18 29 Netherlands 
% 37.9 62.1 100.0 
No. 20 42 62 Other Europe 
% 32.3 67.7 100.0 
No. 8 26 34 Scandinavia 
% 23.5 76.5 100.0 
No. 23 21 44 Asia/ Pacific 
% 52.3 47.7 100.0 
No. 15 25 40 Other 
% 37.5 62.5 100.0 
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Table 58 
Influence of Brochures by Transport Type 
 
Brochures Influential Not Influential Totals 
No. 96 362 458 
Private Car 
% 21.0 79.0 100.0 
No. 104 161 265 
Hire car/Van 
% 39.2 60.8 100.0 
No. 27 68 95 
Bus/Shuttle 
% 28.4 71.6 100.0 
No. 20 44 64 
Campervan 
% 31.3 68.7 100.0 
No. 27 83 110 
Other 
% 24.5 75.5 100.0 
 
 
Table 59 
Influence of Brochures by Purpose of Visit to the West Coast 
 
Brochures Influential Not Influential Totals 
No. 247 527 774 
Holiday or Leisure 
% 31.9 56.9 100.0 
No. 5 73 78 Visit Family or 
Friends % 6.4 94.9 100.0 
No. 6 30 36 
Sports or Hobbies 
% 16.7 80.6 100.0 
No. 1 25 26 
Business 
% 3.8 88.5 100.0 
No. 16 65 81 
Other 
% 19.8 77.8 100.0 
 
 
 
3.7 Conclusion 
The survey instruments appear to have worked well and provided a large sample size which 
enables robust breakdowns and analyses.  This chapter has shown what the attractions to the 
West Coast were for these visitors, and how they planned their itineraries.  Finally, the results 
identified the present influences on the decision to go to New Zealand and the West Coast.  The 
concluding chapter provides a summary of these results.  
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Chapter 4 
Discussion and Conclusions 
 
The findings presented in this report are a sub-set of surveys carried out at various sites on the 
West Coast and by respondents during their travels on the West Coast.  Two main instruments 
were used to collect the information.  The first was an exit survey administered by interviewers 
at the various sites and was principally concerned with understanding general visitor 
characteristics, trip characteristics, attractions, activities, decision making and routes taken and 
stops made.  This report is not concerned with information dealing with routes and stops as those 
data are dealt with in another report in this series. 
 
The second instrument was a self-administered diary given to respondents close to the beginning 
of their trip to the West Coast.  Once again, while the diary was principally concerned with 
gaining detailed information related to stops, routes and also daily expenditure, only findings 
based on those questions from the diary that probed the general characteristics, trip 
characteristics, attractions and decision making processes are reported here. 
 
A third instrument was used in initial sampling essentially as a pilot.  That instrument contained 
questions on visitor characteristics, trip characteristics, attractions and decision-making as well 
as some questions on routes and stops taken.  Data from the use of this instrument were 
combined with those from the two main research instruments. 
 
At the time of report writing some 1,232 responses had been analysed.  Exit survey data, diary 
data and pilot survey data were simply combined in this report as the same questions were used 
in each instrument.  That is, it has been assumed that the type of instrument is neutral with 
regards to the data extracted by the questions whose findings are reported here. 
 
Administration of exit surveys and distribution of diaries were carried out at intervals over a 
period beginning in December 1999 and ending in January 2001.  Details of sampling periods 
and methods are provided in Chapter 2. 
 
The overall sample of respondents described in this report were evenly split between males and 
females (50.6% males, 49.4% females). The sample also had a majority of younger people with 
those between the ages of 25 and 34 years of age accounting for over a quarter of respondents.  A 
majority (55.3%) of the sample were from overseas with some 44.7 per cent of the sample being 
domestic visitors (New Zealanders).  The most commonly represented nationalities from 
overseas were the United Kingdom (12.2% of the sample), Australia (10.1%), Germany (6.4 %) 
and the United States (6.2%).  While New Zealanders comprised only 25.7 per cent of those aged 
15-34 years this increases to 60.3 per cent of those aged over 55 years.  With the exception of 
visitors from the United States, all other countries and regions tended to form a greater 
proportion of the 15-34 years and 35-54 years categories than they did of the older than 55 years 
category. 
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No doubt reflecting the overwhelming use of private vehicles by New Zealanders, almost half of 
the sample (47.3%) travelled by that means.  A further 26.3 per cent used hire vehicles and 9.1 
per cent travelled by bus or shuttle.  Older respondents were disproportionately represented 
amongst private vehicle users with those from 35-54 years showing the greatest prevalence of 
campervan use.  Visitors from Germany, Scandinavia and the Asia/Pacific region showed the 
greatest tendencies to use bus or shuttle transport. 
 
Travel groups were dominated by partners and spouses travelling together (38.8%) and family 
groups (21.0%).  Some 12.0 per cent travelled alone with males forming 64.2 per cent of this 
group.  Almost two thirds of the groups had two adults (63.4 %) while an overwhelming, and 
perhaps surprising, 86.4 per cent of groups did not include any children. 
 
Just under half of respondents had never been to the West Coast before (47.9%) but, by contrast, 
almost a third had been four or more times (32.5%).  This latter finding is largely because 67.2 
per cent of domestic visitors (New Zealanders) had been to the West Coast four or more times.  
Perhaps surprisingly, 22.8 per cent of overseas visitors had been to the West Coast at least once 
before although this may have been sometimes on the same trip to New Zealand.  It also could be 
explained by the repeat visitation of Australian visitors for whom a full 10.5 per cent had been to 
the West Coast four or more times previously. 
 
Respondents were travelling in New Zealand primarily for holiday or leisure (79.2%) and a 
similar percentage were travelling to the West Coast for the same reason (76.5%).  These figures 
do disguise, however, a difference between domestic and international visitors’ purposes of visit 
to both New Zealand and the West Coast.  Only 63.6 per cent of New Zealanders were travelling 
in New Zealand for holiday or leisure and this reduces to 57.3 per cent for the specific travel to 
the West Coast.  A full 89.6 per cent of international visitors, by contrast, cite ‘holiday or leisure’ 
as their primary purpose of travel in New Zealand increasing slightly to 92.0 per cent travelling 
to the West Coast for that reason. 
 
Overwhelmingly, it was the natural attractions of the West Coast that brought people there.  In 
response to an open-ended question, 36.1 per cent of respondents directly mentioned the natural 
environment, scenery, or similar as the main attraction for them.  A further 24.9 per cent 
mentioned ‘glaciers’ as the main attraction and 11.6 per cent mentioned various ‘activities’, most 
of which were nature-based.  Furthermore, many of the particular places mentioned as primary 
attractions (e.g., Punakaiki) were also based on the natural environment and were cited by 7.3 
per cent of respondents. 
 
When specific features of the West Coast were examined it was found that the scenic features 
(‘mountains’, ‘bush’, ‘seashore’ and ‘wild coastlines’) all had 50 per cent or more of respondents 
giving them the highest importance rating for their group’s visit to the West Coast.  The one 
exception was the ‘seashore’ for which 49.1 per cent gave it the highest importance rating.  
Similarly, glaciers (56.7%) and ‘nature sites’ (53.7%) were also given a high importance rating. 
 
Of the different types of walks investigated, ‘short exploration’ walks had the highest importance 
ranking with 44.6 per cent of respondents giving it the highest rating.  Overnight walks (18.4% 
with the highest rating) and remote walks (18.6%) were less important to the groups surveyed. 
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Other attractions such as ‘Inns and pubs’ (14.2% highest importance rating), crafts (16.3%), 
museums (17.4%), eating places (20.8%) and heritage sites (24.9%) while still viewed 
reasonably favourably were considered less important than the natural attractions. 
 
Itinerary planning occurred largely at home (59.4% of respondents) with only 20.5 per cent 
mainly planning their itineraries while travelling.  Similarly, the decision to go to the West Coast 
was made at home for over two thirds (67.1%) of the sample with 21.3 per cent making the 
decision mainly while travelling. 
 
Itinerary planning is, however, significantly related to visitor type (domestic or international) and 
specific country of origin.  Some 75.4 per cent of New Zealanders, 61.8 per cent of Americans, 
58.7 per cent of those from the Asia/Pacific region and 54.9 per cent of Australians planned 
itineraries mainly at home.  Only 38.9 per cent of those from the Netherlands and 39.8 per cent 
of German visitors did the same.  Curiously, 55.6 per cent of those from the Netherlands made 
the decision to go to the West Coast while at home and 46.8 per cent of Germans did similarly.  
This perhaps suggests that for these visitors there was a tendency for the West Coast to be part of 
the itinerary already settled on while at home despite the greater tendency they had than other 
visitors to plan their overall itineraries while travelling. 
 
The influences on the decision to go to New Zealand were dominated by ‘advice from friends 
and family’ (51.6% of respondents) and travel books (43.5%). There were also a series of 
‘second tier’ influences including ‘cost benefits’ (25.5%), brochures (25.2%), ‘good stop’ 
(23.1%), ‘internet’ (21.8%) and ‘previous visit’ (20.8%).  ‘Advice from friends and family’ 
tended to decrease as a perceived influence on the decision to travel to New Zealand with 
increasing age group and was most influential for those travelling as groups of friends (63.3 per 
cent cited it as an influence), for those travelling by hire vehicle (69.7%) or campervan (68.3%) 
and for those who had never visited the West Coast before (70.1%). 
 
Travel books, by contrast, were most popular with those in the 15-34 year age group (53.1% 
perceiving them as an influence) and for those from the Netherlands (81.3%),  ‘Other Europe’ 
(74.6%), Germany (74.0%) and the United States of America (71.0%).  They were also 
perceived to be influential by those travelling with a partner or spouse (52.2%), with friends and 
partner and spouse (45.7%) or alone (43.7%).  Furthermore, they were most often cited by those 
travelling by hire vehicle (63.3%), who had never visited the West Coast before (61.3%), were 
visiting for holiday or leisure (49.3%), planned their itineraries either both at home and while 
travelling (52.1%) or while travelling (49.3%) and who made their decision to go to the West 
Coast partly at home and partly while travelling (71.2%). 
 
Brochures were seen as influential on the decision to go to New Zealand by those travelling by 
hire vehicle (41.8%) or campervan (40.3%), had never visited New Zealand before (57.2%), 
were visiting the West Coast for holiday or leisure (28.3%) and planned their New Zealand 
itineraries mainly while at home (30.1%). 
 
By contrast, the main perceived influences on the decision to go to the West Coast were ‘advice 
from friends and family’ (46.5%), having previously visited the West Coast (34.7%), the fact that 
the West Coast was seen as a good stop (32.9%) and travel books (29.7%).  As was the case for 
 50 
the decision to go to New Zealand, the influence of advice from friends and family on the 
decision to go to the West Coast was perceived to be greatest by the younger age groups (60.0% 
of those aged 15-34 years, 44.0% for those aged over 55 years).  In terms of origin country the 
least likely to cite friends and family as influences were those from New Zealand (48.8%), 
Asia/Pacific region (48.9%) and Germany (49.2%). 
 
Travel books were perceived to be slightly more of an influence on the decision to go to the West 
Coast by females (40.2%) than males (33.1%), were far more likely to be cited by those aged 15-
34 years (46.6%) than those aged 55 years and older (22.6%) and were most likely to be 
mentioned by those travelling for holiday or leisure (43.1%) than for other purposes. 
 
Brochures were most often seen as an influence by those from the Asia/ Pacific region (52.3% of 
these respondents) and least often by those from Germany (15.8%), New Zealand (18.9%) and 
Scandinavia (23.5%).  Once again, it was visitors travelling by hire vehicle who most often 
perceived brochures to be an influence on the decision to go to the West Coast (39.2%) and by 
those travelling for holiday or leisure (31.9%). 
 
 
4.2 Discussion and Conclusions 
Overall there are few major surprises in the findings presented above when compared to two 
previous studies of visitors to Kaikoura (Moore, Simmons and Fairweather, 1998) and Rotorua 
(Moore, Fairweather and Simmons 2000).  The proportions of domestic and international visitors 
does, however, differ between each of these sites.  On the West Coast the sampling has produced 
a more even split between domestic and international visitors (44.7% domestic) than certainly 
was the case in the Kaikoura sample (only 23.4% domestic) and to a lesser extent the two 
samples in Rotorua (57.3% domestic for the Visitors to Rotorua Questionnaire and 28.1% 
domestic for the Rotorua Visitor Flows and Decision-Making Questionnaire).  In all three studies 
respondents were selected in similar ways (although the instruments had some differences in 
each case).  The geography of the West Coast, like Kaikoura, perhaps lends itself to more 
representative sampling - because of the ‘corridor’ nature of the routes to and from the area - 
than did the geography of the Rotorua region (as discussed in Moore et al., 2000). 
 
One major advantage of the study reported here has been the opportunity to sample throughout 
the year and thus to attempt to cover variations in numbers coming from different origin 
countries and seasonality during that period.  Correspondingly, the overall sample size is a 
marked improvement over that which was possible at either Kaikoura or Rotorua.  This has 
allowed a further level of analysis to be achieved particularly in terms of origin country when 
compared to these other studies.  The sampling method has its limitations in terms of type of 
visitor sampled (in particular, the difficulty of sampling coach tourists that was also the case at 
both Kaikoura and Rotorua).  Given, however, the points just made, there is also reason to 
believe that a systematic sample has been obtained at least of those visitors passing through sites 
which are either gateways to the region or places of significance within the region. 
 
A consistent picture is now emerging of tourist types and decision-making processes in relation 
to regions visited.  In brief, what is revealed in this study, and is in common with the Moore et 
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al., (1998) and Moore et al., (2000) studies, are distinct patterns associated with domestic and 
international visitors.  As was found on the West Coast, domestic visitors are older, rely almost 
solely on their own transport (private vehicles), visit for a greater variety of purposes, return 
repeatedly to the places they visit and are attracted by a greater range of features of the regions 
they visit than are international visitors.  By contrast, international visitors are generally younger, 
use more varied forms of transport, are principally visiting for holiday or leisure purposes are 
less likely to be repeat visitors and are attracted by more general (iconic) features of locations 
than are domestic visitors.  Further, a consistent finding has been that visitors from the United 
Kingdom are, after New Zealanders, the most common visitors sampled.  This is despite the fact 
that Australians have consistently comprised the greatest proportion of international visitors to 
New Zealand over past years.  In the latest figures for international visitor arrivals posted on the 
Tourism New Zealand website (http://www.tourisminfo.govt.nz/Default.htm), for example, 
602,811 Australians had visited New Zealand to the year ended May 2001.  This compares with 
208,910 visitors from the United Kingdom, 194,168 from the United States and only 53,555 
visitors from Germany for the same period. 
At one level, none of this is surprising. It is possible, however, to delve deeper into these patterns 
to reveal interesting and important patterns of difference, particularly between visitors from 
different origin countries.  As just mentioned, Australians do not appear in the sample in the 
numbers that might be expected.  Part of this may be explicable by the fact that, of origin 
countries other than New Zealand, Australians may travel to New Zealand repeatedly (as they do 
to the West Coast) but for quite defined purposes – although more diverse – than those from 
other countries.  The relatively large amount of repeat visitation to the West Coast by Australians 
indicates that spatial closeness has its effect.  Australians, that is, may not distribute themselves 
particularly widely during any one visit to New Zealand than do visitors from elsewhere.  This 
would have the effect of ‘spatially confining’ Australians during each trip.  Sampling in one 
region that is, nevertheless, spread out over time is likely therefore to underestimate the number 
of Australians in New Zealand as a whole in comparison to more ‘mobile’ visitors from other 
countries.  It is likely that a closer reflection of the national visitation rate of Australians to New 
Zealand would be gained by sampling at a gateway point to New Zealand rather than in a 
particular region of the country. 
More generally, there are distinct sets of origin countries that have related and overlapping 
patterns of visitation, purpose and decision making style.  Those from the United Kingdom, the 
United States and, to a lesser extent, Australia, for example, have an older age profile than those 
from other (non-New Zealand) origin countries and regions.  German visitors along with those 
from Scandinavia tend to be younger and stand out in terms of transport type making less use of 
private vehicles and more use of bus and shuttle services than do visitors from any other origin 
country.  They are more aligned with visitors from the Netherlands, however, in terms of when 
itinerary planning decisions are made with a greater likelihood of doing such planning while 
travelling than is the case for visitors from, for example, the United States, the Asia/Pacific 
region or Australia.  Interestingly, those visitors from the Asia/ Pacific region tend to have more 
in common in terms of decision-making style and travel characteristics with Americans and even 
visitors from Australia and the United Kingdom than they do with visitors from elsewhere.  For 
example, they are almost as likely as Australians and visitors from the United States to have 
made their decision to go to the West Coast while still at home.  On the other hand, they have 
some features in common with the non-United Kingdom Europeans such as the Germans, 
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visitors from the Netherlands and Scandinavians when it comes to use of buses and shuttles and 
the perceived influence of travel books deciding to come to New Zealand.  Interestingly, visitors 
from the Asia/Pacific region are distinguished by having the greatest perception of being 
influenced by brochures for their decision to visit the West Coast. 
 
In interpreting such country specific patterns, however, it should be remembered that what is 
being described are simply current forms of travel and decision-making.  It may be tempting to 
suppose that if visitors from the United Kingdom, the Asia/Pacific region and the United States, 
for example, tend to do their itinerary planning at home then this is in some sense a ‘cultural’ 
difference from the itinerary planning process carried out by Germans or Scandinavians.  Clearly 
this need not be the case.  There could well be structural reasons why travel tends to be 
organized prior to departure in one country than in another rather than there being a predilection 
for such organisation.  The structure of the origin country travel industry, for example, may be 
such that it is simply easier to prepare itineraries before travel than it may be in other countries.  
Also, in the West Coast sample there were differences in age distributions noted between visitors 
from different origin countries with Americans, in particular, being on average older than 
German visitors, for example.  A more cautious approach would be to view such origin country 
specific patterns in terms of the starting point or basis for determining planning and marketing 
activities rather than as a direct guide as to what should be done in relation to any particular 
origin country. 
Tourism on the West Coast is clearly dependent almost totally on the natural environment.  This 
study shows repeatedly that travel to the West Coast is dominated by either scenic values directly 
or by those consequences that follow from having natural sites and features.  That the various 
glaciers and the rocks at Punakaiki are important is no surprise but the extent to which the 
environment penetrates almost totally into the range of perceived attractions for visitors to the 
West Coast is perhaps more surprising.  In every category of attraction mentioned by visitors, the 
importance of the natural environment and its resources emerges.  The places are suitable for 
tramping or camping, and the activities involve interacting with the rivers, coastline, mountains 
and bush tracks.  Even references to the people often reflect the appeal of the isolation of a small 
population dwarfed by the environment within which it survives.  Arts and crafts, heritage and 
history are intimately related to the human interaction with that same environment. In reading the 
‘attractions’ offered by respondents it was only really the functional purposes, such as a sporting 
fixture or business trip, that could truly be said to be completely disengaged from the natural 
aspects of the West Coast. 
 
Yet, this appeal of the environment is very much ‘at the margins’.  When questioned about the 
importance of activities that would take visitors into the alpine and remote areas of the West 
Coast, for example, there was a clear disinclination to go beyond the accessible areas and 
activities.  The hinterland, that is, was not seen as important to penetrate.  Of course, the 
‘existence value’ of such natural hinterland may still be important for visitors but this was not 
investigated.  Primarily, people visited the West Coast to see nature and to interact with it in 
relatively accessible ways. 
 
In terms of Echtner and Ritchie’s (1991) dimensions of destination image (see Chapter 1), the 
West Coast has a range of images associated with different visitors.  Some comments in the 
open-ended question about the attractions of the West Coast refer to such holistic features as ‘the 
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atmosphere’ or ‘the isolation’.  Other responses certainly reflected a concern with particular 
attributes (e.g., ‘glaciers’, ‘heaphy track’).  There were also various functional characteristics of 
the West Coast (e.g., those categorized in Table 20 as either ‘activities’ or ‘convenience’) that 
were mentioned along with aesthetic/psychological aspects (‘beauty’, ‘relaxing’, etc.).  Finally, 
there are a number of unique - or almost unique - features of the West Coast’s image (e.g., 
‘glaciers’) and common features (e.g., ‘bush’) in relation to other locations in New Zealand. 
 
From these comments it is possible to isolate the various image characteristics in terms of 
Echtner and Ritchie’s (1991) dimensions.  The holistic image of the West Coast image relate to 
the dominance of the natural environment, its beauty, isolation and ‘atmosphere’.  Its attributes 
are generally subsumed under this holistic naturalness – the tracks, glaciers, Punakaiki rocks, 
various rivers, stretches of coastline, beaches, etc..  There are also some historic attributes 
associated with extractive industries such as goldmining and pounamu gathering and carving.  
The functional characteristics relate, once again, to the naturalness of the West Coast.  Because 
of its variety of natural features, places for kayaking, black water canoeing, tramping, climbing, 
etc. form a significant part of its image for many visitors.  The psychological features of the 
West Coast concern its beauty and the slower pace associated with low population density and 
isolation.  They also concern adventure and activity for, perhaps, a different group of visitors. 
Common aspects of the image can be understood in terms of what is common to New Zealand 
locations or, at a broader level, to any destinations in the world.  In terms of other New Zealand 
locations, features such as bush, mountains and coastline can obviously be found elsewhere.  
Unique features of the image are dominated by ‘icons’ such as the glaciers and Punakaiki but 
they also include ‘the people’.  It could be argued that some of the holistic features are also 
unique features, particularly features such as ‘the atmosphere’. 
Itinerary planning and the timing of the decision to go to the West Coast are consistent with but 
further develop the patterns discovered in Moore et al. (1998; 2000).  As was the case in the 
previous two studies, domestic visitors were far more likely to plan their itineraries at home than 
were international visitors.  Furthermore, and as noted above, visitors from some non-New 
Zealand origin countries (e.g., United States) show considerably greater tendencies to plan 
itineraries at home than visitors from other countries (e.g., the Netherlands).  In this respect 
visitors from such countries resemble domestic visitors in travel decision-making.  Interestingly, 
the decision to go to the West Coast is more likely to have been made at home (67.1% of the 
total sample) than was the decision to go to Kaikoura (43.7%) (Moore et al., 1998) but was 
roughly the same as the same likelihood for the Rotorua decision (69.0%) (Moore et al., 2000).  
The corresponding figures for the timing of domestic visitors’ and international visitors’ 
decisions between the three studies is also revealing.  In Kaikoura 71.7 per cent of domestic 
visitors and 35.4 per cent of international visitors made their decisions to go to Kaikoura mainly 
while at home (Moore et al., 1998).  The same figures for Rotorua were 85.6 per cent and 63.2 
per cent, respectively (Moore et al., 2000).  The figures for the West Coast fall in between being 
81.9 per cent for domestic and 56.2 per cent for international visitors.  It therefore seems that the 
West Coast may well be intermediate between Rotorua and Kaikoura in terms of its status as a 
‘must see’ location in New Zealand (for international visitors who actually visit these areas).  
This assumes that the greater the tendency to make the decision to visit a location while at home 
implies a location that visitors are, firstly, more aware of and, secondly, desire to see.  The 
international ‘profile’, that is, of the West Coast may be intermediate between that of Rotorua 
and Kaikoura, at least for those who end up actually visiting the location.  The slightly lower 
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figure for domestic visitors to Kaikoura than for the other two locations is perhaps a consequence 
of Kaikoura being on State Highway 1.  Domestic visitors may be more inclined to make the 
final decision as to whether to stop at Kaikoura while, for example, they are already on the road 
between Christchurch and Blenheim.  The ‘quick stop’ domestic visitors to Kaikoura may be 
comprised of a relatively larger proportion of ‘soft’ visitors than is the case for those stopping in 
Rotorua and the West Coast.  By contrast, going to Kaikoura, that is, can be an incidental 
consequence of going elsewhere to a much greater degree than is the case for the other two 
locations. 
This proportion of incidental visitation therefore suggests that the element of impulsivity in 
destination decision-making noted by Gnoth (1998) is partly a function of the level of awareness 
a potential visitor has of a location.  The greater the level of awareness the more likely a location 
will be included in the early planning of itineraries.  Further, the impulsivity also seems to 
depend on the type of traveller.  The ‘free independent traveller’, for example, is more likely to 
defer decisions until the ‘last’ moment during travel.  This would seem to be the explanation for 
the tendency of younger travellers from particular countries (e.g., Germany) to be more likely 
than other travellers to make their decisions while travelling. 
The major influences on decision-making are also similar to those found in previous similar 
studies (Moore et al., 1998; Moore et al., 2000).  The prevalence of the perception that advice 
from friends and family is one of the most important influences is consistent throughout. In this 
study it was possible to analyse this in terms of the degree of influence such a factor was 
perceived to have.  Not only is advice from friends and family one of the most common 
perceived influences when responses of ‘very influential’ and ‘influential’ are combined, it is 
also the influence that has the highest frequency of ‘very influential’ ratings by respondents.  As 
noted in Chapter 3, ‘previous visits’ also rated particularly highly on the ‘very influential’ score.  
Given the consistency with which such ‘informal’ sources of information (Mansfeld, 1992) are 
seen to be influential it is clear that, at least in terms of perceptions, visitors have a tendency to 
rate informal sources more highly than the more ‘formal’ sources associated with industry 
information.  Similarly, trip characteristics such as ‘cost benefits’ and ‘part of a package deal’ 
also tend to rate more highly than formal information sources (e.g., television advertising, 
magazine advertising, etc.).  It is interesting to speculate on whether travel books are perceived 
to be ‘less formal’ formal sources of information than other formal information.  If they were to 
be perceived, for example, to be more independent of any particular destination and to provide a 
more ‘objective’ assessment of locations then it would not be surprising to find, as was found 
here, that they also rate highly as an influence on decision-making.  Of course, they are also 
portable ‘guides’ and so are likely to be more ‘memorable’ as sources of information and are 
likely to be referred to more often than advertising or even brochures (which are also portable). 
All of this suggests one of two possibilities.  First, it is possible that visitors are, in fact, 
influenced by informal sources more than formal sources of information and by ‘rational’, 
structural features of a trip rather than formal sources of information.  Second, it is possible that 
the formal sources of information are consistently underestimated in terms of their effect on 
decision-making by visitors.  That is, they may have a greater effect on visitors’ decision-making 
processes than visitors realize.  This may be possible if it is assumed that people have a tendency 
to attribute the causes of their own behaviour to factors over which they have more control and, 
in that sense, are more ‘internal’.  Certainly, social psychologists have well documented the bias 
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people have of positing an internal locus of control over behaviour that is perceived as being 
‘successful’ (e.g., Ross, 1977).  An enjoyable – and high investment – trip to New Zealand may 
well fall into this category.  Ultimately, it is an empirical question as to whether the first or 
second possibility holds true.  The answer to that question has obvious implications for any 
marketing effort (see below). 
 
Interestingly, one important modification to the finding of high ratings for the influence of 
‘advice from friends and family’ is that, just as was found in a study of visitors to Rotorua 
(Moore et al., 2000), older visitors are less likely to cite this as an influence than younger 
visitors.  It may well be that older visitors, who tend to be domestic as opposed to international 
visitors, have had substantial previous experience of the West Coast and so are more inclined to 
perceive their own experience as pivotal in the decision making process.  Once again, this would 
conform to the finding that people, when possible, prefer to attribute their behaviours to sources 
within their control and, in that sense, ‘internal’ to themselves. Personal experience is, of course, 
even more ‘internal’ than advice from others. 
 
As was also the case in the Rotorua study (Moore et al., 2000), the internet emerges as a 
relatively common influence especially on the decision to go to New Zealand. International 
visitors, in particular, appear to make use of the internet as an information source.  Once again, 
this could also be interpreted as an information source over which people feel they have some 
control (in terms of searching and therefore exposure to the source).  On the above argument, it 
would then be no surprise that it ranks above the advertising sources used by the industry.  If this 
argument is correct, advertising efforts via the internet could potentially have a greater impact 
given the perceived ‘control’ over viewing the information that people may have. 
 
 
4.3 Implications for Theory and Method 
A number of useful implications arise from this study which relate to theoretical and 
methodological issues. 
• Destination decision-making differs in character among different groups at least down to the 
level of origin country.  It may, of course, go further than this.  This finding suggests that 
methods which treat visitors in gross categories can potentially disguise variation which may 
be vital for particular destinations.  Data from such studies may even be misleading to 
destination operators who, for example, may be encouraged to treat all international visitors 
alike when some sub-categories of these visitors may have tendencies that are opposed to the 
general trends of overseas visitor decision making processes. 
• At a more theoretical level, differences between decision making processes of visitors from 
different origin countries that have been found in this study are no doubt related to such 
issues as the degree of historical ‘connection’ between origin and destination.  However, the 
findings reported here also suggest that structural features such as distance and visitor 
characteristics such as age may be just as important if not more so in explaining differences 
in decision making processes. 
• The attractiveness of a destination is usefully analysed using the dimensions discussed by 
Echtner and Ritchie (1991).  An elaboration of this approach, however, would be to 
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investigate the possibility of a more synthetic ‘image’ built up from the relationships between 
these various dimensions.  That is, images have a coherence (perhaps related most closely to 
the ‘holistic’ aspects of an image) which is relevant to understanding even those more 
reductive images held by some visitors to a destination.  A visitor, for example, may have an 
image of a destination dominated by a particular activity (e.g., mountain climbing). This 
would seem to suggest a ‘functional’ image.  However, it should also be noted that such a 
‘functional’ image is closely related to and shows coherence with, ‘holistic’, ‘attribute’ and 
‘psychological’ dimensions of the image. 
 
 
4.4 Implications for Policy 
• Visitors to the West Coast are overwhelmingly attracted by the current perception that it is a 
highly natural and relatively underpopulated region of the country (and world).  This is true 
of all groups.  Any efforts to develop tourism in the region must fundamentally acknowledge 
this dependence on the natural features of the area.  Perhaps even more emphatically, it is the 
accessible ‘margins’ of this natural environment that are most important for visitors – 
whether in relation to scenic values or activities carried out in these areas.  The remoter parts 
of the environment are not presently the primary focus of visits to the region.  Given some of 
the infrastructural difficulties facing the various settlements on the West Coast, this may 
produce a tension in policy making and certainly a tension between some current practices 
(which, ironically, may stem from the ‘underdeveloped’ aspect of the West Coast) and visitor 
expectations. 
• Prospects for the development of cultural, heritage and historical tourism are present but 
currently do not rate highly on visitors’ lists of mentioned attractions of the West Coast.  It is 
likely that such development would have to be linked relatively closely to the dominant 
natural attractions of the West Coast (perhaps incorporating interaction with some aspect of 
the natural environment).  In particular, the prospects of any Maori initiated tourism on the 
West Coast may depend on emphasizing this linkage. 
• For the current mix of visitors to the West Coast, the information sources to which they are 
likely to be most receptive are those that are portable and are perceived to be ‘independent’ 
of industry sources, or at least are not directly promotional.  However, that is not to say that 
advertising has no influence on decisions it is just to note that visitors currently visiting the 
West Coast perceive themselves to be most influenced by such independent and/or portable 
sources of information.  Therefore, bodies such as West Coast tourism could provide 
information in brochure or small guide book form that was based on research findings such 
as those reported here.  These could be made available at entry points to the West Coast. 
• There was a, perhaps, surprisingly high level of repeat visitation to the West Coast by 
international visitors.  This suggests a level of ‘loyalty’ which, for example, was not found in 
Rotorua (Moore et al., 2000).  This has significant implications.  If maintained, and if 
numbers of international (and domestic) visitors to the West Coast continue to increase, that 
increase is likely to be compounded by the desire for repeat visitation.  The acceleration in 
visitor numbers, therefore, is likely to be even greater than for other parts of New Zealand.  
Given the potential tensions mentioned above (concerning that between infrastructural needs 
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and the attractions of the West Coast), future challenges may be exacerbated by this repeat 
effect.  One corollary to this, however, is that much of the repeat visitation of international 
visitors is from the Australian market.  Fluctuations in this market, therefore, will likely be 
particularly significant in this regard. 
• These findings suggest that Tourism New Zealand should incorporate an understanding of 
how decision-making differs between some regions (e.g., between Kaikoura, Rotorua and the 
West Coast) into its marketing strategies.  For example, including even a passing mention of 
the West Coast (or Kaikoura) in overseas promotional brochures in Germany could 
potentially significantly increase the tendency of German visitors to incorporate the region 
into a trip to New Zealand prior to departure.  This would then personally affect the routes 
taken by German visitors throughout New Zealand. 
 
 
4.5 Implications for Future Research 
At the national level, a number of research areas could be explored. 
• There is a clear need to focus research effort on national differences in the decision-making 
process. 
• Decision-making patterns could be usefully linked to patterns of on-site (i.e., within New 
Zealand) spatial behaviour. 
• Given the different decision-making strategies and informational influences found at 
different regions (e.g., Kaikoura, Rotorua and the West Coast) it would be useful to track 
decision-making behaviour during actual trips around New Zealand. 
• There is considerable room for further qualitative research on the links between decision-
making processes and visitor experience.  The link, for example, between ‘incidental’ 
destination decisions and consequent experiences could be explored and then compared with 
the link between more considered destination decision-making and consequent experiences. 
 
In terms of the West Coast region specifically, the following areas are important for future 
research: 
• A greater understanding of the reasons for repeat visitors to the West Coast by international 
visitors, especially Australians, would help determine future effects of increased visitation to 
the region. 
• The receptiveness of visitors (both domestic and international) to attractions based on Maori 
and other culture and history is needed.  This is particularly significant given the potential for 
tourism to provide a viable and diversified (and hence relatively stable) development option. 
 
• There is a need to identify the points on a trip through the West Coast at which decisions to 
visit particular attractions are made and to target these points for marketing activity at the 
level of individual sites and businesses. 
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Appendix 1 
Exit Interview Survey 
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Appendix 2 
Entry Diary Survey 
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